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Rough Proofs 


A labor union executive declared 
in a radio debate the other night 
that he could prove the railroads 
are in no danger of bankruptcy. 
Here’s the fellow those bondhold- 
ers’ committees have been looking 
for. 


7. wv 


After watching William Green 
debate labor union issues with 
Westbrook Pegler, you don’t have 
any trouble deciding that he would 
be good for a place bet in a two- 
horse race any time. 


. Vv 


Edward R. Stettinius has the mid- 
dle name of Riley, but that doesn’t 
mean that as chairman of the board 
of Big Steel he lives the life of. 


, Vv TV 


Those who don’t like day-time 
radio are now considering the ex- 
treme proposal that advertisers be 
compelled to listen to their own 
programs. 


Predicts Return 


to Copy Technique 
of 25 Years Ago 


"Picture Symbol" Held 
Unlikely Subject for 
Copy Censorship 


(Picture on Page 38) 

New York, April 11—Keen com- 
petition for reader attention, the 
similarity of much current adver- 
tising copy and the restrictions im- 
posed by government supervision 
may bring into being a return to 
the “picture symbol” technique of 
25 years ago, according to Milton 
Goodman, partner in Lawrence C. 
Gumbinner Advertising Agency. 

Recalling the unique ability of 
such advertising creations as the 
Campbell soup kids and the Old 
Dutch cleanser symbol to “express 
a thought, convey a message and 
tell a story without words,” Mr. 
Goodman while 


pointed out that 
advertising copy has undoubtedly 


the employment of 


improved in recent years through | 


TESTIFY IN “GOOD HOUSEKEEPING" CASE | 
| 


| 


| 
| 


Shown on the stand last week at the Good Housekeeping hearings conducted in 
New York by the FTC is Lee Bristol, vice-president, Bristol-Myers Company. 
At the right is Webster Ballinger, FTC trial examiner. 


Advertisers in Parade at 
‘Good House’ Hearings 


New York, April 11.—A steady | 


sessions when he succeeded in es- 
tablishing the admissability of tes- 


“reason-why” | : , 
a copy, the editorial technique and | stream of business representatives, 
the continuity strip, a great deal | including advertisers and et 
’ Of the making of books there is|Of current advertising suffers from | cies, endorsed Good Housekeeping’s 


no end, wrote Solomon, in spite of | “verbosity of illustration.” He ex- | a , — ge et 
the fact that he had never been| pressed the belief that “the brilliant |"¢7¢ this week as Hearst Maga- 


, . | generalization in picture form—the | 2/Mes, Inc., began regular hearings 
; introduced to a college professor. Pictorial prneiet « is more effec-|in defense of the charge of mis- 
—— tive, in large space or small. leading advertising brought last 


| fall by the Federal Trade Commis- 
Cites Norwich Girl sion. 


timony regarding the magazine’s | 
general reputation and _ standing | 
among product-testing agencies. 
James L. Fort, chief attorney for 
FTC, opposed the acceptance of 
such testimony, claiming it had no 
bearing on the charges made in the 


\the FCC. 


wa 


SL ee 


The great city of New York has| 


been told gently but firmly that it 
mustn’t arrest citizens who buy 


their cigarettes in Jersey. This is'| 
going to make a fine campaign | 


story for the Little Flower if and 
when he gets that nomination for 
the vice-presidency. 


v,vry on ert Pag Bese House- | behalf of the magazine during the | cilities. Her research, under the 
. oer stefairs, ' Parente? Seen. | course of the first four days. direction of Prof. Neil Borden, led 
“Roosevelt and Humanity” is the | one The Satuvdas Suentn Post | Testimony of the week was to the publication by Harvard in 
noble slogan now being used by|~ d Thi Week y 9 | divided into two classifications: | 1938 of “Merchandise Testing as a 

some of the greatest humanitarians ~ 08 — vores a } te ee te ..|1. Witnesses who introduced re-| Guide to Consumer Buying.” 
who ever padded a payroll. idea pele arty "ie or ge ee | buttal testimony to contradict evi- | She testified that from the stand- 
include the use of “telegraphic” | 4ence entered into the record by | point of practical assistance to con- 

2 9 


These debates over the existence 


As an example of this technique 
| Mr. Goodman cited Norwich Phar- 
macal Company’s flaming Unguen- 
tine girl, which will be given in- 
creasing emphasis in the company’s 
forthcoming summer campaign. 
Copy featuring the symbol will ap- 
pear in The American Weekly, Bet- 


copy by Bloomingdale’s, New York 
department store; the outdoor ad- 
|vertising industry’s “To Make a 


’|}of Business Administration, West- 


| 
| 
| 


complaint. 
A strong “plug” for the services 
rendered to consumers by Good 


Witnesses from Harvard School 


inghouse Electric & Mfg. Company, “st : 
General Electric Company, Cannon | #ousekeeping’s laboratories was 
Mills, Inc., Bristol-Myers Company, | Offered by Mrs. Mabel T. Gragg, a 
Cecil & Presbrey, Abbott Kimball| research assistant at Harvard 
Company and the National Associ- | School of Business Administration, 
ation of Better Business Bureaus| Who spent three years investigating 
were among the 15 who testified in | product-testing standards and fa- 


the FTC’s own witnesses during|sumers, the service provided by | 
prior hearings in the case. 2. Wit-| Good Housekeeping through its | 
nesses who gave expert opinion on| testing facilities is superior to that| 


of corny advertising usually end Long Story Short” campaign, and the magazine’s testing practices and | of the United oe Bureau of | 
in the unanimous agreement that | Philip Morris’ “Johnny.” procedures. ae ae ro peereter the er 
in a the product of | A firm believer in the symbol Magazine Wins Point ment an ne objectives o 1¢ | 
1€ other fellow. 


, ¥ F 


One way to insure the continued 
evelopment of corny advertising 
to have more companies approve 


va 


| technique, Mr. Goodman officiated | 


|not only at the Unguentine girl’s 
debut in 1931, but at other creative 
|}coming-out parties as well. About 
25 years ago, he was one of a trio 
connected with the Federal Adver- 
tising Agency, responsible for 


| 


| magazine’s testing service, and said 
I. W. Digges, chief counsel for | that Good Housekeeping recognizes | 

Good Housekeeping, scored some-/' that laboratory testing is not per- | 

thing of a legal victory in early | (Continued on Page 42) 


Last Minute News Flashes 


. policy of reciprocal buying.|“Johnny,” originally conceived for | a . 

You scratch my back and T’ll| use on package inserts and later| Marlin Blades to Craven and Hedrick 
y cratch yours. | destined to come to life as a radio} New York, April 12.—Marlin Firearms Company, New Haven, Conn. | 
' star. The Herbert Tareyton figure | which entered the razor blade field four years ago and since has become 
r vr" was likewise invented by them. ian important factor in the field, has appointed Craven and Hedrick as | 
n ai Current advertising for Pepto- | agency for its razor blade division. About 60 newspapers are on the | 

Maybe you don't realize that you| Bismol, a Norwich Pharmacal | present schedule, but an expansion is expected to increase this to 100, 

Ne growing old, but have you read 


Shirley Temple will shortly 
ire from pictures because she’s 
over eleven? 


ot 


, fy 


You can’t blame Iceland very 
n ich for giving Nazi-ruled Den- 
irk the cold shoulder. 


product, represents still another 
application of the “picture symbol” 
technique. In this instance, human 
interest shots 
each showing some person clutch- 
ing at his midriff, obviously 
| troubled by upset stomach. 


| DIRECTORY OF FEATURES 


are being featured, | 


covering all key marketing areas. Copy is also scheduled for Collier’s, 
Liberty and Life, and spot radio announcements are being used in sev- 
eral markets 


John H. Hawley, Veteran Agency Man, Dies 

New York, April 12.—John H. Hawley, founder of Hawley Adver- 
tising Company in 1918 and since the dissolution of the agency last fall 
an account executive with Young & Rubicam, died here yesterday afte: 
a five-day illness, at the age of 66. He directed the welfare 


adver- 


|Herald Tribune 


we tising of Metropolitan Life Insurance Company from 1922 until his agency 
v9 Swng ve Wi ladec = went out of business His advertising career began with the New York 
Editorials 12 | Post and he was with the Frank Presbrey Company and Associated Sun- 
In order to save a lot of loyal iy lier a a3 day Magazine, which later became Every Weel 
ahr ne et ee information for Advertioor ‘2 Pullman-Standard Account to Charles Daniel Frey 
eks of the schedule played in aiidine SBiordt 38 Chicago, April 12.—Pullman-Standard Car Mfg. Company, the coun- 
League of Nations? | Photographic Review 43 | try’s largest builder of streamlined railway passenger cars, has 


Copy Cus 


Rough Proofs 
Voice of the Advertiser 


appointed Charles Daniel Frey Company, Chicago, to handle its first 
national advertising campaign. Magazines will be used. 
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Much Excitement, 
Little Action on 


Television Scene 


FCC and Senate Both 
Hold Hearings; No De- 


cisions Reached 


Washington, D. C., April 11.—The 
peculiar two-ring television circus 
here this week expanded briefly 
into a three-ring circus when Fed- 
eral Communications Commission 
Chairman James L. Fly was called 
to the White House today for what 
officials of the radio industry openly 
claimed to have been a “dressing 
down” by the President for delay- 
ing standards which would allow 
commercialization of telecasts to go 
forward immediately. 

It promptly returned to its one- 
ring status, however, when Chair- 
man Fly issued a statement saying 
that the Commission’s course will 
not be altered by the White House 
conference and that the FCC’s hear- 
ings on television will go on to a 
conclusion and an ultimate deci- 
sion, and when Chairman Burton 
Wheeler of the Senate interstate 
commerce committee today recessed 
the hearings on the Lundeen resolu- 
tion calling for an investigation of 
No more hearings will 
be held, Senator Wheeler indicated, 
and any decision the committee 
makes will be behind closed doors. 
Informed opinion maintains that the 
resolution has little chance of being 
approved, 


Senate Committee Confused 


The interstate commerce commit- 
tee of the Senate seemed thoroughly 
bewildered yesterday after hearing 
experts offer diametrically opposed 
opinions as to the wisdom of the 
Federal Communications Commis- 
sion’s cancellation of limited com- 
mercial sponsorship of television. 
The Senate committee began its 
own television investigation in ac- 
cordance with a resolution offered 
by Senator Ernest Lundeen, of Min- 
nesota, who also emulated James L. 
Fly, chairman of the FCC, by using 
facilities of National Broadcasting 
Company and Mutual Broadcasting 
System to make his views known 
throughout the land. Senator Lun- 
deen quoted ADVERTISING AGE and 
other publications liberally in at- 
tacking the policies of the FCC. 

Senator Wheeler and his commit- 
tee spent considerable time in trying 
to discover what they are required 
to do under the Lundeen resolution. 
chairman finally called the 
hearings merely a vehicle for the 
accumulation of facts to determine 
whether or not an investigation of 
the FCC shall be made. 


Advertising Caused Move 


The Senate committee’s hearing 
sidetracked the FCC’s own televi- 
sion investigation temporarily, since 


| FCC Chairman Fly was one of the 


star witnesses at the former. David 
Sarnoff, president, Radio Corpora- 
tion of America, seemed happy to 
get Mr. Fly out of his own baili- 
wick, and Senater Minton of Indi- 
ana also contributed to Fly’s em- 
barrassment. The Senator induced 
the FCC chairman to admit that it 
was the RCA advertising of televi- 
sion receivers in the New York 
and Times in late 
March which caused the Commis- 
sion to reverse its earlier decision. 

This gave Mr. Sarnoff the oppor- 
tunity to get a thing or two off his 
chest, and he shouted, “I do not rec- 
ognize the jurisdiction of the Com- 
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ADVERTISING AGE 


mission to regulate our advertising.” | sion as the FCC, he suggested, say- 
In reply to questions of the com-|ing that the company has invested | 
mittee, Mr. Fly responded: $10,000,000 in research, develop- 
“If I see the industry tending |ment, experimentation, patents, field 
toward the locking down of stand-| tests and actual program service. | 
ards, even if it be through advertis- The comparatively few television | 
ing or sales promotion, I will move|sets sold thus far does not mean 
in to protect the public interest in| that large audiences will not be 
this matter of television standards.” | available. Mr. Sarnoff said that) 
Mr. Sarnoff covered the “threat to | “we shall soon make available thea- 
the public” in fhis paragraph of a|ter television receiving equipment 
prepared statement presented to the| which will project pictures upon 
Senate committee: full size motion picture screens.” 


“While a radical change in any Eager to Buy Time 


one of several particulars might) ,, fee —_ 
make television receivers tempo- - The ro ao ee ba 
rarily inoperative, they could be em is adopting the same strategy, 


modified at moderate cost to adapt Lewis Weiss, its vice-president, told 
them to any new method now on the FCC hearing Tuesday. Mr. 
the horizon. The cost to the con-| Weiss testified that the Don Lee 
sumer, if all the changes under dis- network has made arrangements 
cussion were adopted, would be with a large number of moving pic- 
about $40, and it is our convic- ture exhibitors on the Pacific Coast | 
tion that all of these changes will to bring television broadcasts into 
not have sufficient merit to warrant their houses. He said that a mini- 
E ote mum budget of $18,000 per week 
adoption. has been allocated for television 
Many Refunds Made 


programs. 
Thus far, Mr. Sarnoff said, usr. weiss also reported mat oe 
5 network has already been ap- 
RCA has refunded $175,000 to pio-| }.oached by advertisers anxious to 
neer purchasers of television sets| buy time on W6XAO, its television 
in amounts equal to the reduction transmitting station, and that con- 
in prices made possible by commer- | clusion of such contracts await only 
cial production. In some cases, he| the sanction of the FCC. Mr. Fly 
said, these refunds amounted to! called Mr. Weiss’ testimony “just a 


} 
| 
| 


$205 per instrument sold. RCA word be = Club speech.” 
at least as large a stake in televi- The principal supporters of the 


| with each other as to the most effi- 


April 15, 1949 


RUNS IN 1,300 CITIES 
sion was worse confounded when a 
| representative of Farnsworth Tele- 
| vision Corporation came along with 
the statement that RCA patents be- 
long to everyone, that there is no 
reason to delay sponsorship of tele- 
vision and that the DuMont system 
/has nothing whatever to contribute. 

The Philco engineer told the com- 
mittee that his company favors 
neither the RCA standard of 441 
lines, 30 frames, nor the DuMont 
| Laboratories’ system of 625 lines, 15 
frames, but its own method of 625 
lines and 24 frames. He also said 
that Philco opposes commercializa- 
oS: tion of television until definite 
by standards are set by the FCC. He 
asserted further that if manufac- 
turers begin marketing television 
receivers now, all research outside of 
those standards will be abandoned. 
As an example, he said, Philco dis- 
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Comfort Problem! Raviarow ™ Sanitors 
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Second insertion in the spring campaign 

of American Radiator and Standard San- 

itary Mfg. Company, which will appear 

in five magazines and 1,527 newspapers 
in 1,300 cities. 


staff when the Commision issued its 
| famous order starting limited spon- 
| sorship Sept. 1. 


Urges Immediate Start 
Mr. DuMont supported this view- 


FCC position were David Smith, €n-| point, asserting that if RCA had 
gineer of the Philco Radio & Tele-| «siutted the market” with 441-line 
vision Corporation, and Allen B. receivers, his organization would 
DuMont, head of the Passaic, N. J., |have been forced to drop vital re- 
laboratories of that nae Even | search in higher line transmission. 
these experts, however, disagreed Today Alfred H. Morton, vice- 
president of NBC in charge of tele- 
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| vision, appeared before the FCC and 
|urged the immediate commercializa- 
| tion of the art. “Students of adver- 
| tising,” he said, “feel that the im- 
pact of a well conceived campaign 
of television advertising, including 
the three essentials of sight, sound 
and motion, might be from four to 
ten times as great as is the effect 
in any static media now available.” 


—_ ez, 
“SHOW YOU A 


SOFA? icin 


lr Local Rate 
THIS IS A Being Sought 


DRUG by Ford Dealers 


| Chicago, April 11.—The Ford 

” Dealer Advertising Fund Committee 
STORE! in this and other cities is preparing 
to place newspaper advertising at 
local rates, according to communi- 
cations addressed to publishers 
throughout the country. While the 


committee would prefer to have 
McCann-Erickson, Inc., place the 
business, as heretofore, its missives 


‘You can't blame the lady. 


After all, 
she could get almost anything else in a 
modern drug store—from soft drinks to 
cameras—or stamps to luggage! 


In Pittsburgh 


Nothing funny about this variety. It's 
smart merchandising! Today's druggists 
are more than prescription specialists. 
They're keen business men. They know 
how to get volume—know that more items 
mean more customers—more profits! 


To sell this variety, they must reach class 
as well as mass. Remember, their busi- 
ness is cash—and their prices run from 


pennies to plenty—expensive perfumes, 
for instance. 


. retail druggists do reach 
this class-mass market—through the Sun- 
Telegraph. Each of the 5 large drug 
chains in this city places from 5,000 to 
50,000 lines annually in this newspaper. 


If you sell to drug stores — and who 
doesn’t?—back up their advertising—in 


their must medium! 
“Something Has Happened in Pittsburgh” are 


48.2% |: 


er practically half of all retail drug 
linage, placed in Pittsburgh's two evening 
newspapers, goes in the Sun-Telegraph! 


indicate that, if necessary, it will 
handle the advertising direct in 
order to secure the local rate. 

The Ford dealers assert that their 
advertising is strictly a local opera- 
tion. One said that a certain as- 
sessment for advertising is levied on 
every car. A check is paid over to 
the transportation company deliv- 
ering the cars and this money is im- 
pounded in local banks for the 
benefit of the Ford Dealer Advertis- 
ing Fund and the committee of deal- 
ers in charge. Many newspapers, 
according to this dealer, have 
granted the local rate voluntarily. 


Most for Used Cars 


propriation thus built up is spent for 
advertising of used cars, it is as- 
serted. 


part: “Should acceptance of this ad- 
vertising from an agency conflict 
with your established rate card, we 
recommending to the agency 
that the business be placed by the 
Advertising Fund in our name as a 
committee.” 

The proposal is being received 
with varying emotions by publish- 
In some cases, the rate cards 
are reported to be such that the lo- 
cal automobile rate is higher than 
the national. In others, the news- 
papers have a single identical rate 
for automotive advertising. In the 
majority of cases, however, the lo- 
cal rate is lower than the national. 


rk ds, 2 1989 Yerar-Boo! 
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ADVERTISING IS THE CONSUMER'S GUARANTEE OF MERIT 


Educational exhibits and dis- 
|plays of the du Pont Company 
j}such as those at the New York 


and San Francisco fairs are highly 
valued parts of the du Pont ad- 
vertising program, the Advertisers 
Club of Cincinnati was told April 
10 by William A. Hart, du Pont ad- 
vertising director. The new du 
Pont film, “The Cavalcade of 
Chemistry,” was exhibited. 


cient television system, and confu- | 


Net Affiliates 
Reaffirm Right 
fo Chain Breaks 


Advertisers Using This 
Period Do So at Their 
Peril 


Philadelphia, April 11.—The ma. 
jority of independent stations affilj- 


charged two-thirds of its research | 


Normally, 75 per cent of the ap- | 


The letter to publishers said in | 


ated with networks are opposed to 
surrender of chain break time ang 
they suggest that advertisers insert 
their commercials before, instead of 
after, the closing theme song, jn 
|order that they may be sure the an- 
nouncements have an audience. Aqd- 
vertisers should also be careful not 
to infringe on the 20 seconds which 
the affiliates regard as their own 
property. 

This was the chief news emanat- 
ing from a meeting of the executive 
committee of Independent Radio 
Network Affiliates, Inc. The ever- 
old, ever-new problem was given a 
new lease on life by recent requests 
from networks that affiliated sta- 
tions surrender the 20-second period 
at the conclusion of 15-minute pro- 
grams and permit its use by the net- 
work advertiser, particularly in sit- 
uations where the contiguous 
quarter-hour periods have been sold 
to the same advertiser at the half- 
hour or longer rate. 

The committee heard that com- 
mercial copy by a network adver- 
tiser on a quarter-hour program is 
sometimes added after the theme 
|song which normally closes the pro- 
| gram. 

Stand on Contracts 


| “In a number of cases,” the com- 
|mittee reported following the meet- 
ing, “influential affiliates are taking 
the position that under the affilia- 
|tion contracts and under established 
practices in the industry, it is not 
necessary for them to permit such 
departures from what they regard 
as good broadcasting practice. These 
affiliates are eliminating the net- 
work commercial unless it comes 
between the opening and closing 
|theme songs of the program, and 
lalso cutting out the network com- 
mercial announcement when it oc- 
cupies the 20-second period re- 
garded as properly belonging to the 
| station.” 

| The committee said that affiliates 
lare divided about the use of chain 
‘breaks. Some feel it proper to sell 
;extraneous commercial spots for 
isuch periods, while others believe 
these breaks should be devoted to 
public service information, such as 
time signals or weather reports. In 
any event, however, the consensus 
'is that the station is the sole judge 
|of the disposition of such time. 


Resigns Torvic Account 


Morgan Reichner & Co., New 
York, has resigned the account of 
|Torvic Laboratories, Inc., New 
York. 


COVERING THE TRICITY AREA 
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“Life's greatest tragedies,’ 
muses the Sales Manager, 

“are the opportunities we just 
miss. That fly | dropped in left- 
field in the Commencement 
Game.The putt that would have 
won me the Club Champion- 
ship last year. That girl in——.” 


2 “And what do you 
figure you are about 
to just miss?” asks the 


Boss, petulantly splitting 
an infinitive. 


“I'm figuring maybe 4 “You see | want to buy stations 

you'll make me only in markets where | need 

"em—and | want every station 

to be a good station—each one at the 

right time of day or night, with com- 

mercials planned for each local drive. 
In a word, | want SPOT RADIO.” 


miss my chance to fit 
radio into this year's sales 
plans—like a new glove. 


em. 


it. Not with 


our 
ost fitting y 
Nor alm your custo 


Not at sort of the fi 
nearly the right progr 


ANY TIME 


“Who's making 
you miss it?” yells 
the Boss. “Grab it! If 
that’s SPOT RADIO, 
| call it a Bull’s Eye!’ 


ANY LENGTH ANY WHERE 


lor any advertiser or agency executive who wants to see 
ut at how SPOT RADIO can meet his individual situation, we 
shall be very glad to prepare a special outline. 


one right program. 


e SPOT RADIO is one O oat 
life that works out the way J _ 
bell—and your customers Say, 


' ™ 
{ the few rare things } 
ant it. It rings the 


. ’ 
me in!’ 


* 
EDWARD PETRY & CO. 
INCORPORATED 


Representing leading Radio Stations throughout the 
United States— individually 
Ofices in: NEW YORK . CHICAGO . SAN FRANCISCO 
DETROIT - ST.LOUIS - LOS ANGELES 
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{1 Food Makers 
Work Together 
for Baby Week 


Related Display for 


Grocers Is Developed; 
Much Copy Running 


York, April 11.—Led by 
Products Company, tradi- 


New 
Gerber 


tionally an ardent promoter of Na- 


tional Baby Week, ten other food 
manufacturers are placing promo- 
tional emphasis on the event which 
begins April 29. 

Efforts for the campaign center 
around a “related item” display 
containing food products for babies 
made by Gerber, National Biscuit 
Company, Charles B. Knox Gelatine 
Company, Hills Bros. Company, 
“The Junket Folks,’ Corn Products 
Refining Company, Pet Milk Sales 
Corporation, Borden Company, Car- 
nation Company, Fruit Dispatch 
Company and American Fruit Com- 
pany. 

Planned primarily to demonstrate 
to the grocer that he carries a large 


FOR BABY WEEK 


f5% 


Ps 


Advertisement in Life which Gerber has 

had reproduced on counter displays for 

use by dealers during National Baby 
Week. 


ADVERTISING AGE 


milk, Karo, gelatine and bananas 
are legitimate baby foods and 
should be promoted as such. Sales- 
men also distributed to the grocer 
|'window streamers, store cards and 
| mats. 

Much Publicity Given 


| As a primary means of enlisting 
ithe cooperation of grocers, manu- 
facturers have been publicizing 
|Baby Week to the trade and the 
|consumer in order to prove that on 
|both fronts there is interest in the 
levent. Articles are appearing in 


food trade publications and manu- | 


facturers are naming the week in 
|their advertisements and mention- 
|ing it in their radio programs. 

As an example of publicity given 
by women’s magazines, McCall’s 
|carries in its May issue an article 
and a picture of a baby which has 
|been enlarged for distribution to 
250 super markets. 

For its consumer advertising, 
Gerber has scheduled Baby Week 
advertisments for the April 29th is- 


cones grocer, it is 
| 


strates that biscuits, 


variety of baby foods, the display 
will be promoted by means of a pic- 
ture to be carried by salesmen and 
sent to chain store executives with 
'a letter offering the display. The av- 
pointed out, 
thinks only of strained food as food 
|for babies while the display demon- 
evaporated 


sue of Life and the May issues of 
Baby Talk, Good Housekeeping, Mc- 
Call’s, Parents’ Magazine, True 
Story and Woman’s Home Compan- 
ion. Insertions will appear in roto- 
gravure sections of newspapers in 
New York, Chicago and Phila- 
delphia on April 29. 

Copy is scheduled for six food 
trade publications. Federal Adver- 


FIRST OF A SERIES PRESENTING THE MEN WHO MAKE FREE & PETERS SERVICE 


= a er Cer OR wet 


Two years, Colgate University 

Two years, Columbia  Uni- 
versity 

Two years, Batten, Barton, 
Durstine & Osborn 

One year, Joseph Katz Agency 

Two years, Fenner & Beane 

Three years, Benton & Bowles 

Free & Peters since Sept., 1934 
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Gentlemen- sox 
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RUSSEL WoopDWARD! 


(One of the most versatile and accomplished men in the Free & Peters 


organization, Russell Woodward of 


New York is automatically one of 


fA 
EXCLUSIVE ¥ 
REPRESENTATIVES : 


at 
5 
BUFFALO ig 


WGR-WKB 
P ° . ‘ , , ; ; ‘ INCINNATI ©) 
the best men in the radio representation business. Before coming with r ae ee ibe vet dd f 
‘ : + WHO ..DES MOINES 
us, he had years of big-agency experience, as well as other business expe WOAY FARGO 
. ; :, wowo-WGL FT. WAYNE 
rience—he is particularly equipped to give the kind of radio help that KMBC KANSAS CITY 
WAVE LOUISVILLE 
every agency needs and wants. WTCN ..MINNEAPOLIS-ST. PAUL 
g : WMBD PEORIA ‘§ 
i KSD st. Louis 
But like every one of our other thirteen top-notch men, Woody's effective WFBL . ..SYRACUSE & 
ness is far more than a result of purely personal resources—it is a result ++ SOUTHEAST... 4 
' , . wesc . CHARLESTON [2 
of intelligent team-work among fourteen radio specialists whose combined Wis COLUMBIA (3 
WPTF RALEIGH 
background and experience and facilities for helpfulness probably exceed woBJ ROANOKE ff 
dl ia ite ini pay -e ... SOUTHWEST... 
those of any other organization in the radio industry today. KGKe FT. WORTN-DALLAS 
KOMA OKLAHOMA CITY 
If you're using the services of any Free & Peters office, anywhere, you're KvUL voLsA 
. ; . -.-PACIFIC COAST... 
in some way benefiting by Woody's talents, and the talents of thirteen KECA LOS ANGELES & 
, er ; KOIN-KALE PORTLAND 4 
other rather exceptional fellows as well. That's the way we work in this KSFO-KROW SAN FRANCISCO 4 
, . ‘ , KVI SEATTLE-TACOMA | 
group of pioneer radio-station representatives. 
Neg on eon el 
>: : . ’ . 
Pioneer Radio Station Representatives 
Chicage: 180 N. Mich New York / Detroit: Ven ¢ Bld San Francisca: 1/1 Swtte Los Angeles S. Grand Allanta: !’? Palmer Bldg, 
Franklin 637 Plaza 5-4131 Trinity 2-444 Sutter 4353 Vandike 0569 Main 5667 
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| 11 FOOD MAKERS COOPERATE FOR BABY WEEK 
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| This related items display, especially worked out for grocery store use during 
National Baby Week by Gerber Products Company, features the products of || 
organizations. 


tising Agency 
account. 


Others Also Active 


Harold H. Clapp, Inc., is also pro- 
moting Baby Week for its baby 
foods with store displays of special 
associated products and with copy 
in five trade publications through 
Young & Rubicam. 

An unusual method of interesting 
druggists in Baby Week is being 
employed by Mennen Company, 
which is putting more promotion 
behind the event than ever before. 
Mennen salesmen wear a_ large 
diaper safety pin in their lapels and 
Mennen ascribes the unusually large 
number of requests for displays 
jfrom druggists to the _ interest 
|aroused by this simple device. 


baby powder, is a complete Baby 
Week display kit to be used by 


'drug store has everything necessary 
| for babies. Salesmen are distribut- 
ing special displays, window stream- 
ers and banners. 

Mennen is also promoting Baby 
| Week in four trade publications and 
‘on its spot radio programs. H. M. 
|Kiesewetter Advertising Agency 
handles the account. 


Palmer Vice-President 
of Marshall Field 


James L. Palmer was elected 
vice-president of Marshall Field & 
Co., Chicago, at a directors’ meeting 
| following the annual stockholders’ 


|meeting April 5. Mr. Palmer as- 
| sumes the newly created position 
|of general operating manager of 


ithe Chicago 
| stores. 

| A former marketing teacher at 
the University of Chicago, Mr. 
Palmer joined Field’s in 1936 as di- 
rector of research in retail stores. 
| A year later he was given the addi- 
| tional duties of director of sales 
promotion, and a year ago was 
made assistant to the president. 


and suburban retail 


Duff-Norton Appoints 
Duff-Norton Mfg Company, 
Pittsburgh, maker of lifting jacks, 
|has promoted Earl E. Thulin from 
the Chicago office to Pittsburgh 
where he will be vice-president 
and general manager. C. N. Thulin 
will continue at the Chicago office 
as vice-president and special ex- 
ecutive. W. I. Floyd, assistant to 
the president, has been made 
assistant general manager of sales 


. ; | Milwaukee, 
[he keynote of the Mennen pro-| turned to R. G. Le Tourneau, Inc. 
motion, for its anttseptic oil and | Peoria, Ill, as advertising manager. 


| 


druggists to demonstrate that the | resigned. 


| 


© S * 7 i 
handles the Gerber | Canada Dry Gives Prizes 


for Program Promotion 

Canada Dry Ginger Ale, Inc., New 
York, has judged Station WSAI, 
Cincinnati, the winner of the silver 
award of $50 in cash as a prize for 
the best station promotion for its 
program, “Information, Please.” The 
bronze award and $25 went to Sta- 
tion WFIL, Philadelphia. 

Honor scrolls and $15 were given 
to Stations WSYR, Syracuse; WABY, 
Albany, and CJCA, Edmonton, Al- 
berta, Canada. Certificates and $10 
went to 10 stations and 16 others 
received honorable mention. 


Returns to Le Tourneau 
George C. McNutt, who has bee: 
an account executive with the Bert 
S. Gittins Advertising Agency, 
since 1937, has re- 


a post he held from 1935 to 1937 
He succeeds George R. Huffman 


Rricns Gay 


Building 


is strongly launched 


in the direction of incré 
privately - financed cor 
tion. Reporting and inter; 
ing every trend from ma 
facture to application, po 

industry-wide contact 
group of papers form 
most effective unit in t+! 


tive building market. 


INDUSTRIAL PUBLICATIONS, INC. 


59 E. VAN BUREN STREET, CHICAGO 
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Booth Tarkington, dean of American letters, is 
one of the most versatile living authors. His fas- 
inating novels cover the gamut of creative writ- 
ng—from romanticism to realism. He created the 
immortal Penrod. Among his “best sellers,” now 
regarded as classics, are MONSIEUR BEAUCAIRE 
THE MAGNIFICENT AMBERSON and ALICE ADAMS, 
Mr. Tarkington's latest book, just published, is 
SOME OLD PORTRAITS, Doubleday-Doran & Co., 
Inc., New York. 


BooTH 
TARKINGTON ~ 


Says- 


“SKIPPYS Little 
based on t 


A Ten Year 
Record 


Following the opening of 
its pages to general mer- 
chandise advertising in 
1931, five important 
manufacturers pioneered 
the way in Puck—The 
Comic Weekly with sub- 
stantial schedules 
General Foods Corp. in 
1931 
Lever Brothers Co.in 1931 
The Wander Company in 
1932 (Ovaltine) 
Quaker Oats Company in 
1932 
R. J. Reynolds Tobacco 
Co. in 1933 
And again this year, the 
advertising of these same 
“early birds” appears 
in Puck=—The Comic 
Weekly, the “World's 
Best Seller.” In addition 
to the many others, in 
1940 to date, 11 new ad- 
vertisers are using one- 
third, one-half or full 


pages in The Comix 
| Wena for the first time 


SI 


“"IO US, the millions who know him,” says Booth Tarkington, 

“Skippy is both useful and funny. This is because it’s true 

that in the boy the man is found and Percy Crosby's humor- 

ous understanding of boyhood enlightens us while it makes 

us laugh. We're grateful to ‘Skippy’ for both the education 
and the laughter.” 


Skippy teaches us the lessons taught by all the immortal boys of litera- 
ture—Tom Sawyer, Huck Finn and Booth Tarkington's own Pen- 
rod—lessons of quaint wisdom from the unspoiled heart of childhood 


FOUNDED 1876 


COMIC WEEKLY 


DISTRIBUTED THROUGH 15 GREAT SUNDAY NEWSPAPERS 


959 Eighth Avenue, New York + Palmolive Building, Chicago 


ems of Philoso 


rue observations of life’ 


hy are 


Skippy’'s little gems of philosophy are enjoyed by an audience which 
would be envied by every philosopher from Plato to Ralph Waldo 
Emerson—an audience of over 20 million men, women and children 
—reached by Puck—T he Comic Weekly, distributed nationally through 
15 great Sunday newspapers 


To these millions, Skippy is a very real person. But no more so than 
his editorial companions—Tillie the Toiler, Pop-Eye, Barney Google, 
the Katzenjammer Kids, Jiggs and Maggie, Toots and Casper, Flash 
Gordon, Blondie and all the others. 


Through the pages of Puck —a new kind of literature has been devel- 
oped—over a period of 40 years an American folklore —close to the 
hearts of the millions. Not just “comics'’—these masterpieces of pen 
and brush are the works of top-rank writers and artists—among the 
highest paid editorial talent in the world 


More than 100 leading advertisers have discovered and profited by 


the phenomenal readership of Puck ~The Comic Weekly. p 


One large advertising agency, anxious for first hand information— 
made its own survey in a typical American town—Janesville, Wis- 
consin. Interviews showed Puck was read by ALL THE ADULTS in 72% 
of the homes that received it—competitive comics read by only 44% 


Thousands of retailers, too, have found that Puck is not only read 
avidly from cover to cover by men, women and children—but that 
the advertising in it actually moves goods off the shelves 


To give all the basic information about the “World's Best Seller,” 
a representative requires only 26 minutes of your time. Telephone 
COlumbus 5-2642, New York, or DELaware 6550, Chicago 


TWENTY MILLION READERS ---THE WORLD'S BEST SELLER 
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Fight N. Y.Plan 
to Make Media 
Censor Claims 


New York, April 10.—Labeling as 
an “unwarranted hardship” the pro- 
posed amendment to the sanitary 
code of New York City which 
brands as a misdemeanor the “dis- 
semination” of false or misleading 
advertising, representatives of ad- 
vertising media in this city appeared 
at a hearing before the Board of 
Health yesterday to register a pro- 
test and suggest a remedy 

The proposed amendment is en- 
titled “Drugs, Devices and Cos- 
metics” and is in the form of a new 
Article 8 to replace the present Ar- 
ticle 8. Under ‘Prohibited Acts” is 
listed “the dissemination of any ad- 
vertisement relative to any drug, 


device or cosmetic which is false or | 


misleading.” 
Present at the 
over by Dr 
acting health commissioner, 
Howard Carter, lawyer, 
ing the Publishers 
New York, and 


hearing, presided 
were G. 
represent- 
Association of 
Thomas Brennan, 


. William H. Best, deputy | 


lawyer, representing the Hearst | 
newspapers and Station WINS. 

In protesting against the measure, 
Mr. Carter and Mr. Brennan de- 
clared that an advertising medium, 
whether a newspaper or a radio sta- 
tion, should not be held responsible 
for a manufacturer's advertising be- 
| cause of the difficulty of checking its 
| truthfulness. 


Want Sentence Changed 


In support of their arguments, the 
two lawyers pointed to the treat- 
ment accorded advertising miedia 
|when the Wheeler-Lea arnendment 
to the federal law was under con- 
sideration. The House committee 
finally decided to exempt advertis- 
ing media, they said, after consid- 
fering the difficulty of enforcement 
and general unfairness of such a 
law. The same policy was followed 
jin framing the New York State Pure 
|Food Law in 1939. Dr. John L. Rice, 
|health commissioner, has endeav- 
ored to mold the city code along the 
lines of the federal and state laws, 
| they pointed out. 

In answer to Dr. Best’s assertion 
that the objectionable sentence was 
justified on jurisdictional grounds, 
'since manufacturers and distribu- 


|tors outside the city could not other- | 


wise be prosecuted, Mr. Carter and 
Mr. Brennan contended that the 
Federal Trade Commission should 


have jurisdiction in such a Case. 
To replace the sentence as it now 
stands, the media representatives 
suggested a “civil remedy” in the 


statute, whereby a restraining order | 


would be issued following repeated 
indulgence by an advertising me- 
dium in deceptive advertising. 


The arguments presented will be | 


considered by the Board of Health 


which will announce its decision at | 


the next meeting on May 14. 


Kennedy Advanced by 
“The American Weekly” 


Edwin C. Kennedy, for the past 
five and one-half years a member 
of the Eastern sales staff, has been 
appointed Eastern advertising man- 
ager 
will have charge of the Eastern 
division staff and operations ex- 
cepting New England and _ the 
South. His headquarters will be 
in New York. 

Prior to joining The American 
Weekly he was on the sales staff of 


Liberty, and served Vogue _ as 
advertising manager and as the 
| Western advertising director of 


| Conde Nast Publications, Inc. 


‘Names Bermingham 

Garden City Homes, Long Island, 
has appointed Bermingham, Castle- 
man & Pierce, 
its account. 


Between a winning and losing ball team, a 
first and second horse, a profitable adver- 
tising campaign and a flop 
just a thin line. 


$$$ Take your own advertising 
coming year. Real success or near-success? 
Some overlooked factor may be the 
vital ounce that will tip the balance. 


$$$ Suppose a big part of your 
selling job is to win the approval of 
higher executives of other compan- 
ies. Is your advertising really hit- 


ting those executives 


you sell? 


CELLS manacemen execurives 


hitting them 
in their offices. where they buy and 


$$$ 


their desks, 
figure, 

for the $$$ 
And it 


there is often 


f1Vves 


> 
igait in} 
Sy 


86 per cent of all subscribers to one 
national executive-publication read it at 


No other even approaches that 


is The Wall Street Journal. 
vou, per advertising dollar, 


more readers who are 
active management-execu- 
lives of industrial corpor- 
ations with assets of over 
$1,000,000 than 


other medium. 


any 


$$$ Use it; be on the 
right side of the thin line. 


Fat point of sale 


of The American Weekly. He | 


New York, to handle | 


| was held unconstitutional last week | 
iby the Maryland court of appeals, 


| more 


|per cent. The law 
|}a complicated 


|computed. It 


| 


| 


| ciation 


| added 


| trade act now in effect in Maryland 
j}and 33 other 


‘Promotes Russell Allen 
| 
| sistant to the 
| legheny-Ludlum Steel Corporation, 


|of Columbia, 


——, 


SPECIAL APPROACH | _ Philco, Birds Eye 


New Refrigerator 


Philadelphia, April 11.—A dem. 
onstration of the quality of Bird: 
Eye foods and of the ability of 
Philco refrigerators to maintain jt 
will be given to purchasers of the 
1940 Conservador as the result of 
tie-up between the two companies 
The promotion is the first of 
series in which Philco will 
gifts of some kind. 

Each buyer of the Philco Con- 
| servador will receive enough Bird 
Eye frosted foods to provide seven 


award 
CALVERT'S PROTECTIVE BLENDING 
protects the flavor and geod taste 
of Calvert Whiskey 
GOING FISHING’ GOOD LUCE AND DOWT FORGET CALVERT! 


~ CABAR BABS snee-cnse conn dinners. The gift, amounting tp 
a Calvert 21 items, will include fish, vege- 
|tables and fruits. The Conservado, 

"poe Cannas Cane tien Coma ew is equipped with a new frosted 


Special copy | being m— # by “Calvert in foods compartment said to kee 

newspapers which runs as the trout fish- » | each foods in their frozen stat 

ing season opens in various sections of | until the housewife is ready to us 
the country. them 

This promotion will be supported 
by 1,000-line newspaper advertise- 
|ments in 200 newspapers, four- 
color display cards on_ standing 
, easels in both Philco and Birds Eye 
|outlets and counter cards and 
handbills. Announcement copy wil! 
be followed by 500-line insertions 
through Hutchins Advertising 
Company, Rochester. 

Philco is ushering in two new 
which upheld a ruling by Chief frre = aan te A Philco 
Judge Samuel Dennis, of the Balti- | atchen radio wi e given free 
supreme bench, _ that the | With the purchase of any Philco 
statute “unreasonably and_ arbi-| Advanced Design refrigerat 
trarily interferes with private busi- | Buyers of lower price models Ne 
ory | receive a Hammond electric clock 

Intended to eliminate loss leader tag Do pc ger ee 
selling, the act prohibited sale of slass wate hill 8 Tt gs " 
any article at less than cost plus 6|® 255 Water Chiller. snest gifts 

will also be exploited intensively. 


Maryland Loss 
Leader Act Ruled 
Unconstitutional 


Washington, D. C, April 9.—The | 
Maryland unfair sales practices act | 


was passed in 
1937 and was amended in 1939 by 
formula by which 
merchandise’ shall be 
was this provision 
which the court criticised as being 
unreasonable. 

It was at first thought that the 
court decision affected the validity 


Ohio Governor Names 
Publicity Committee 

Gov. John W. Bricker of Ohio 
has named a six-man commissio: 
authorized by the state legislature 
to publicize and advance the rec- 
reational and industrial attractions 


“cost” of 


|of the Maryland fair trade law, but| of Ohio. Its members are: Col 
Rowland Jones, Jr., Washington William M. Mumm, president, 
representative of the National Asso- | Mumm, Romer, Robbins & Pearson, 


said | Inc., Columbus agency; Dwight D 
Hatcher, secretary-manager, To- 
ledo Automobile Club; Reno G 
Hoag, hotel operator, Marietta, O.; 
Justice A. Rollman, Cincinnati; 
aoe Peter K. Tadsen, Port Clinton, O., 
states to the District} and Horton H. Hampton, Cleve- 
has been passed by/| land, vice-president, Nickel Pla! 
the House and reported on favor-| Railroad. 

ably by the Senate district com- The commission will meet April 
mittee 15 to select an executive secretary 


of Retail Druggists, 
that this act was not involved. He 
that H. R. 3838, proposing 
to extend the provisions of the fair 


Hatch a Vice-President 


Allen, formerly as- Clarence Hatch, Jr., Oldsmobile 
president of the Al-|account executive for the past five 
years, has been named vice-presi- 
advanced to general sales|dent of D. P. Brother & Co., De- 
troit. 


Russell M. 


has been 
manager. 


RICH HAYES 


a ° ae 


= f ae | Sea = : ° > A ‘ face ess ; hs tae Sk. a *' | F — Mie : ‘ a et aE es le . a * 4s a ‘ YP: a Ape 4 RE 
ms ‘ : : . ae 
r] ee Po A 
eames - 
“ — a¥*™ Demonstrate 
Pi m\\ 
eee psu ~~ * | 
= gui S$ ~~ 3 
ee TRO oHortot Ee * 
oF Tieton See 
pay ; eee onerstt wen ooo : 
ey. PY 8 HO ont 
Bh BR DONTE cotect Met : 
Fass es en Oe 4 
pad _ | ; gt 
res & ~w “he 
a 
ae “aly ‘ 
4 ‘a ? 
je 
ie 
ES 
“as ee 
pce a 
hee 
ie ah fg ae 
We am a ee ed " ‘ 2% 
ie a aa , 
: m sf 2 % 
; oo Ms é 
2 ak . ‘ ‘ate % 
jer 4 
we 4 r af 7 ¥ é r 
a ay, ee , ‘ oi 
s ce f : 
mm 5 
7a * €. * sags ¥ La : 4 7 , ee 
y - ee i ie ‘ 
porere: ae ts fed = le 4 4 ; 
LAr gta i Se | 
ea aa Pad <i , r : i : eS ’ . | 
ed ; ae p= ae Soa s 
if . a q —_— . ha tae for’ , “ . ¢ 
| ‘a ot ot ' , Pe. as 
S| VA ee ' va : — 
<~ #5, ad Ne reat : ‘ . ? % 
" / ‘a f ¢ + , = : ? f = 4 " 
tae : of - 3 : . ¢ : , . —. 
phn so i Pd : z “ " ' 
a ee bry of , VS pM sin i , “ ' vee 
a a, P we 7 - cs * 
F 4 y Gin, ile” s et, Ps 
Ri = " 3 FX ~~ - aie é . : Pony ~_ 
.. Sa °%.. ae a} c 
> _ oe 7 if ae 7. 
ae wl, “ gr ae ae * F Fe ° if : 4 a 
i Pe eens fey he at ar ait 
ae jay etek Yas hy Sey ft Jats . § OF helt 
4 t od * ee ’, we ” deh 4 > ° “ ‘ 
7 4 . - ; "~~ “. . : ; 
- Wy ‘ phe ihe ae ey -. | 
ay : . a I 
€ eh ys Sore 
— ee et , x ‘ 4 7 | 
’ Tee ie dit, Oar Nore i baat * : ti, ’ 
2 ah 5 Ta. : y #. ¥ wt s ” ” | { 7 Di eT se ee : ae. 
eee Pe Sh ie EN caieas $ SO ES ee 
ra o> ate , be ee . - « &)4 a coe: "Jan oT: See bs . — . mes Z «4 
7 rower er PPS iA ie ; e: | : a ) ae ee ap » wy 
” "ee 2 a a, ae... 
Gs iv on 5 ‘ pe. noe . La ae - 4 a - 
EF gs ee Wei aee > —- = te . e- ] 
eit! a ee wears + rts Y en ee =—_ = 7 iu a 
Sealed! a i iM 7 “— a - op es, Ago fs - ~ ee aay mL 
*, nee — A ‘a : fo 3 n E tok | . re ¥ , eg : eee 
-— i — + - 
¥ o 7 . 
Po = é 
a x > 3 cd 
% “Wee # : a r% t a 
" wt All |. 
ty WALL | 
rs ers, v 
: Ae : re . = 
pif ok tee rot es : 
Be oa tt gs : oO ls 
| y c oe ok Le “SWING CLINIC” | 
, J 3 7 L F r ae 
+h URI A 5 Days each Week on ST. LOUIS KWK_ 
tat 4 -; 4 I go, a f ‘4. = " . " - ? 4 4 
= »* m Pe reed 7 a ee fe . im . 5 < = eo a 4 ee 
= i out ee ee O he S vive ae 
> — a — = Folic ae 
: a we “oy rr Oe 
7 =? (4 as a % 
. - ; 4 ’ 4 * ; =e os 
Ge so a. | 5 z . : we . 
= ~ er" Cy. ae z 7 
A Ps s ant ee ; Ven meen 
a ae : 5 a ee oe 
: oe = ieee 
gt.) ——— . Re 4 -* d 
. “4 
. - ' 
Ie. - : 4 , ‘ x ‘ i <7 . ’ i a s a ' Bo tem ; ip tralelea te oe £ 
; 3 ea as 9 = ee vs et 7 are ‘ ee bn to ee 25 . Coe io Bae rites tiie achtgs * oe ee Z an were ant We ft oa, 
= ig ae abe st i al = aye ee Bg. = : ‘ey hiekal Ett es * ake ae - r ale re: < thy Me ict ales wes ; Ke 


eee 
is 5 


<tnis bee ara 
April 15, 1940 


ADVERTISING AGE 


Advertisers using the current issues of Modern Magazines are 
enjoying a very substantial bonus circulation over and above the 
rate base guarantee. The first two issues rolled up a cumulative 


total of 419,930 bonus over the 1940 guarantee of 1,400,000 


This vital block of circulation is penetrating middle class homes 
where Modern Screen, Screen Romances and Modern Romances 
are the favorite magazines of more than two people per home. 
The impact of your advertising on this mass of over 3 million 
readers brings a profitable parade of purchasers to your sales 
counters... 


a market of middle income, middle class families, 
practically untouched by other types of magazines. 


ae 5 


\\\ 
wu 


A 
WA 


a 


- 
R 


ty 


\ 
Ay 


y 


\' 


‘ 


Don't miss this market in 1940—your 
chances of showing a sales increase this 
year depend primarily upon the accept- 
ance of your products by this middle class 
market — and remember that, more than 
any other group, advertisers use Modern 
Magazines to sell this mighty market. 


MODERN 
MAGAZINES 


MODERN SCREEN 
SCREEN ROMANCES 
MODERN ROMANCES 


The Middle Class EAM Group 


149 MADISON AVENUE, NEW YORK, N-Y. 
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“MARCH ISSUE, ON 2B 
SALE FEBRUARY 1st 
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FIC Chalks Up 
Three Victories, 
Cites Jelke 


Washington, D. C., April 11.In-| York, marketer of Thom McAn 
dicating the catholicity of its efforts, | Shoes and hosiery, signed a stipula- 
the Federal Trade Commission this | tion to cease representing that its 


week received stipulations from an 
advertising agency, an oil marketer 
and a shoe chain. The Commission 
also issued an order against John F. 
Jelke Company, Chicago, prohibit- 
ing it from representing that its 
product is produced by the same 
methods as butter. 

Everett L. Bowers, Inc., Buffalo 
advertising agency, signed a stipu- 
lation to discontinue misleading 
representations in disseminating ad- 
vertisements of products of Mari- 
time Milling Company, Buffalo, in 
farm papers. Maritime is the man- 
ufacturer of “Bull Brand” dairy ra- 
tions and other products used on 
the farm. 


Must Have Proof 


Quaker State Oil Refining Com- 
pany, Oil City, Pa., entered into a 
stipulation to cease representing 
that most dealers are convinced that 
Quaker State motor oil is the purest 


| 
| 


leliminates the 


| which is not due to ill-fitting shoes. 


or safest lubricant available; that 
this oil gives a definite percentage 
more of lubrication than others; | 
that its product always gives more 
mileage than any other motor oil, 
unless it has been so ascertained, 
and that Quaker State motor oil 
hazards of engine 
carbon. 

Melville Shoe Corporation, New 


shoes will afford immediate comfort 
for everyone without breaking-in, 
will eliminate or correct foot trou- 
bles and prevent foot burning 


Another representation to be aban- 
doned is that any specific number 
of persons purchase McAn shoes or 
hosiery, or that all of its stores in 
the aggregate or otherwise sell more 
hosiery than any single department 
store, when statistics to verify these 
claims are not available. 


Margarine Not “Churned” 


The order against Jelke concerned 
chiefly its employment of the word 
or symbol “churn,” held by the 
Commission to imply that Good 
Luck oleomargarine has been 
churned by the process by which 
butter is made from milk or cream. 
The Commission also ordered the | 
Chicago company to cease repre-| 
senting that its product is made | 


from milk from which none of the 
butter-fat content has | 


cream or 
been removed. 
It also 
from advertising that “there is 43.8 
per cent more milk solids in Good 
Luck margarine than in expensive 
spreads for bread.” This statement 
implies, the Commission held, that 
the product contains an appreciable 
quantity of solids, including butter 
fat extracted from whole milk, and 
that it contains more of such solids 
and has more food value than but- 
ter, when such are not the facts. 


Robinson to Talk 


Claude _ Robinson, 
Opinion Research Corporation, 
New York, will be the principal 
speaker at a meeting of the Chi- 
cago chapter, American Marketing 
Association, to be held at the Ste- 
vens bldg. restaurant Tuesday eve- 
ning, April 16, at 6:15. The dis- 
cussion will be led by Leverett S. 
Lyon, executive officer, Chicago 
Association of Commerce, and A. 
W. Kornhauser, associate professor 
of psychology, University of Chi- 
cago. 


DeWolf to F&S&R 


John DeWolf, formerly with the 
Bethlehem Steel advertising de- 
partment and General _ Electric 
Company, has joined the creative 
staff of Fuller & Smith & Ross, 
Inc., Cleveland. 


president, 


January thru March 
Net Paid Average 


ordered Jelke to desist | 


GOTTA GET in 
ON Scmex’s 


RAZOR TRADE in 
| MISSED OUT 
LAST YEAR! 


QUICK! CASHIN YOUR 
QLD RAZOR 


for this FASTER. CLOSER, SAFER Dry Shaver 


OFFER ENDS SOON ...ACT NOW! , 


yOu FOR ANY 
GE 275) RAZOR 


THE NEW MI-SPLED 


SCHICh, 
"APTAIN 


ORY SHAVER 


One of the 800-line newspaper adver- 

tisements in the new Schick drive, fea- 

turing the trade-in plan inaugurated last 
year. 


FDR Would Shift 


Food and Drug 


| - - - 

Administration 
| Washington, D. C., April 11.— 
Despite vociferous opposition from 
influential farm groups, President 
| Roosevelt today recommended to 
| Congress transfer of the Food and 
Drug Administration from _ the 
Department of Agriculture to the 
|Federal Security Agency. 


| proposed changes affect the status | 99 _9¢ 


'of the Federal Alcohol 
tration and the Federal 
|Commodities Corporation, 
|} administers the food stamp plan. 
| If the plan goes 

|Food and Drug Administration 
| would be placed under the direct 


Adminis- 


control of the United States Pub- | 


lic Health Service. 


Though Sur- 
| geon-General 


Thomas 


held in general esteem in Washing- 


ton, advertisers will probably share 
| the sentiments of the farmers, who 


Surplus 
which|the annual meeting of the Adver- 


through, the 


Parran is! 


—— 


Man aiacturers 
of Newsprint 
Withdraw Prices 


New York, April 11. — With 
Scandinavian countries apparent}, 
eliminated as a souree of wpn- 
bleached sulphite, from which 
newsprint is made, important 
manufacturers in this country have 
withdrawn prices, presaging a 
sharp advance in the price of this 
type of paper. In addition to pro- 
viding this country with the raw 
materials for manufacture of news. 
print, the Scandinavians have also 
sold considerable quantities of the 
finished product. About 9 per cent 
of the United States’ 1939 consump- 
tion of newsprint was imported 

Overseas imports of sulphite 
and sulphate pulp into the United 
States increased sharply after the 
outbreak of European hostilities, 
probably because of the reduction 
of quotas of other customers of the 
Scandinavian countries. These 
supplies tended to weaken news- 
| print quotations, but the latest ac- 
| tion of mills indicates that foreign 
| sulphite has not been accumulated 
| 
| 
| 


in the quantities expected. 

About 20 per cent of the United 
States’ annual consumption of sul- 
phite and sulphate pulps comes 
from abroad. In 1939, Sweden pro- 
vided 12.5 per cent; Finland, 48 
per cent; Norway, 1.4 per cent; 
Germany, 0.3 per cent; all other 
sources, 1 per cent. Bleached sul- 
phite is the largest pulp import of 
the United States, 549,000 tons be- 
|ing the 1939 ration from abroad. 


Set Utility Date 


The annual convention of the 


Other Public Utilities Advertising Associa- 


tion will be held in Chicago June 
| with headquarters at the 
Palmer House. As usual, the meet- 
ing will be held in conjunction with 


tising Federation of America. 


‘Bonomo Appoints 


Joe Bonomo Publications, Inc., 
| York, has appointed Roberts & 
Reimers, Inc., New York, to direct 
its advertising. The company, 
which publishes the Joe Bonomo 
|Course in Progressive Physical 
Culture, will use magazines, news- 
papers and direct mail. 


jfear “meddling of doctors” in 
preparation and labeling of farm! 
| products. 


| W. G. Campbell has been admin- 
istrator of the Food and Drug Ad-| 
| ministration for many years and 
duties to) 
| the general satisfaction of food and 
| drug manufacturers, who would 
|much prefer the status quo to the 
| dubious advantages of a shift in re- 


| ae discharged onerous 


| sponsibility. 


Uphold Penn Fag Tax 


Pennsylvania's cigarette sales tax, | 


which 
| upheld by Dauphin county court in 
|}a suit brought by Stepheno Broth- 
ers, Philadelphia, maker of a 10- 
|cent cigarette. The plaintiff con- 
| tended that the tax was unfair to 


levies one cent on each 10 
| cigarettes at point of retail, has been 


‘Advances Whitehurst 


Roland Whitehurst, formerly 
manager of the Washington branch 
of the Electric Storage Battery 
Company, maker of Exide batteries, 
has been appointed assistant gen- 
eral sales manager at the Philadel- 
phia headquarters. J. A. Klingen- 
smith succeeds Mr. Whitehurst as 
Washington branch manager. 


Westinghouse Appoints 

A separate vacuum cleaner divi- 
sion has been set up in the appli- 
ance department of Westinghouse 
Electric & Mfg. Company, with 
George E. Wagner, former regiona! 
supervisor of laundry equipment, 
as manager. H. B. Donley has 
been appointed head of the appli- 


o 


Of ANY 
Atlanta Newspaper 


|cheaper cigarettes. ance department. 


| Pushes Civic Improvements 
| The Advertising Club of Wil- 
| mington, Del., has taken the initia- 
| tive in a city-wide campaign to se- 
|cure endorsements for a municipal 
| program of beautifying approaches 
ito the city and of enhancing its 
;mercantile advantages. 


Requires Drug Permits 
| San Antonio, Texas, has passed 
|'an ordinance which makes a permit 
mandatory before samples of medi- 
| cine or remedies can be distributed. 
Permits cost $2 and are granted 
‘only after the product has been 
|approved by the director of public 
| health. | 
| 
| 


ss 
Joins Austin & Spector 

Ann Director, for the past seven | 
years radio time buyer in the San 
Francisco office of J. Walter Thomp- 
son Company, has accepted the 
same position with Austin & Spector 
Company, New York. 


Coxe Joins Export 

Travis Coxe, formerly with Jer- 
ome B. Gray & Co., Philadelphia, 
has joined the staff of Export Ad- 
vertising Agency, New York. 


KAUFMANN & FABRY CO 


cHICAaG 


WABASH AVE ° 


s ee a Apr 
, RAZOR TRADE-IN 
, mEY Gus. Ce! on ‘_) 
4 | Avr, x 
a s VF [EEO : 
me = ae 
se TTTTTCCCOC—CSCS—S—SsS De 
eae SiS — 
? ee ee es ” 
= one cr A - 0 cee BS 
| Game O> ae Ge ee ty sce 
vii “mrearce | Other 
i ae = = i = ¥? = Mas mat Ace es = 
ool Seesscs= | OS | eae Fa 
p* Sea || RM |e 
~ = so 
ae ee ho era | =| ere 
a EisStares pee esas | SaaS 
f 
~ 
ty, 
Bi e 
ie a 
a’ — 
WO ? | 
elisa 
_ Y Po 
ill a 
a ms a 
aa ‘ : . a 
‘ . 3 ¥ 
4 mae a ye : ; 4 
wad : Z 
4 : 7 
Ya as ee " 
P ed nae 
‘ . . ‘ ” ‘ 
-_, = 
: | F z ; : rez a p " “s e 
KI £ . 
te i : Bic tf 
- ey ; i ‘ . he “i 
%. 4 gre — tt Gee | 
a = ™ q oe or ee rae: Po he — = x. ee © ee a ; p ae “" 
A # : ; 4 ae 4 a : 
= @ } 
+e ks 
<4 ™ ad a ~ Me b. “ = We ss “ 4 - ey ‘ 2 ; 5 ay pace By sed . = Ae - : ; sat 5 - ; ; (= ® rs : F 4 4 7 f 4 Pe f 
BOM i Os Pj RN rs ce RY MN de cee a See oy CMM SS 


+ ~ @ 


ADVERTISING AGE 


oe ls 
SE paca 


A MOOSE looks pretty big in the woods. 


But it isn’t until you get your hands right on 
him—tangible, measurable flesh, hide, and horn— 
that you know how really big he is! 


Businessmen encountered a somewhat similar 
experience when LIFE’s Continuing Study of 
Magazine Audiences at last ran to earth the true 
total audience exposed each week to the pages 
of America’s four largest weekly magazines—the 
number of people reached by Collier's, Liberty, 
LIFE, and the Saturday Evening Post. 


Everyone had known that the number of peo- 
ple reading magazines was considerably bigger 
than the number of people buying those maga- 
zines. But mighty few expected it to turn out 
to include a major part of the entire market for 
advertised goods! 

The actual audience of the four big weeklies re- 
vealed by the Continuing Study totals 41,700,000 
different people or 39.8% of all people above the 
age of 10! In the case of LIFE, this one magazine 
is discovered to reach a weekly audience of 
19,900,000 people. 


The importance of this tremendous market be- 
comes fully significant only when you analyze it 
in relation to purchasing power. Which is exactly 
what this Study has done. It breaks down the 
audience into standard-of-living groups. And here 


ern we thought!” 


are some facts and figures from that breakdown 
that offer new help to every executive who has a 
product to sell through advertising: 


“A” group is the top class according to the standards in 
each locality. Typical is the man who lives in a substantial 
home. He doesn’t stint on the first-rate things of life, doesn’t 
have to pick and choose between the luxuries common to his 
community, because he can afford most of the things he 
wants. He drives a good car, sometimes owns two. He and his 
group represent one out of every twenty persons across the 
country, the cream of those people with money to spend. 
The four largest weeklies reach 65.1% of all these 
people. LIFE alone reaches 40.9%. 


“B’ group is not very far from Neighbor “A.” This 
sort of chap you know as “‘comfortable.”’ He has all the ne- 
cessities of life but cannot be quite so free and easy about his 
buying of luxuries. He lives well, eats well, and has some 
money left over with which to play. Since there are twice as 
many “B’’s as “‘A’’s—the spending effect is excellent. The 


four largest weeklies reach 58.8', of all these people. 
LIFE alone reaches 32.3‘ ». 


“C" group—a quarter of the population—is that com- 
monly called the great American middle class. Your “C” 
man is the nation’s good stiff backbone in more ways than 
one. Politically, he doesn’t scare or stampede easily. His 
family life is well-knit; its members chip in on common pro- 
jects of all sorts—from getting the dishes washed to buying 
a new radio. Though luxury purchasing is generally de- 
pendent upon g.ving up something else, the house is often 
well-supplied with modern gadgets for making housekeeping 
easier. Adequate pay envelopes, plus large numbers, make 
this the most important spending group. The four largest 
weeklies reach 50.4°, 
reaches 24.8°,. 


of all these people. LIFE alone 


“D” group is the great mass of working people, rang- 


ing from the “C"’s down to those who just about ‘get by.’ 


Your small farmer or laborer —for that’s what he probably 


is--most likely has electricity and a radio, usually has no 
phone. He has a fifty-fifty chance of owning an automobile, 


probably a used car. He sets a wholesome but plain table 


inanages to maintain a decent standard of living but lacks 
some of the things we commonly call necessities. Because of 
adequate size, this group is a volume market for all staple 
products. The four largest weeklies reach 35.3, of these 
people. LIFE alone reaches 15.9% . 

All together—three-quarters of the popula- 
tion and 87.9% of the weekly magazine audi- 
ence 1s found in these four groups—a major 
part of the entire market for advertised 
goods! 

What an opportunity for shrewder application 
of advertising values is offered by this Continu- 
ing Study! It is now recognized as a genuine con- 
tribution to advertising knowledge, an important 
new yardstick of media values. It provides infor- 
mation rich in clues to guide advertisers toward 
more effective and economical budgeting of ad- 
vertising funds. 


The Study also has opened up a provoca- 
tive new school of strategy for vitalizing sales 
conventions, stimulating dealers to enthu- 
siastic co-operation, putting new meaning 
into merchandising promotions. 


For complete Study figures and helpful sug- 
gestions on applying the Study to your problems, 
simply write LIFE—Time & Life Building— 
Rockefeller Plaza— New York City. 


Scientifically established and analyzed by the 
most successful modern research methods, the 
figures of LIFE’s Continuing Study show accu- 
rately to how great an extent the audience of the 
four largest weekly magazines exceeds the number 
who buy them. Latest findings, for instance... 


Mogazine Circvlation* Audience 
COLLIER’'S ... . 2,776,621 . . . 15,800,000 
LIBERTY ... . . 2,501,905 . . . 14,000,000 
LIFE. . . .. . . 2,504,681 . . . 19,900,000 
SATEVEPOST .. . 3,129,168 . . . 13,200,000 


*ABCStatement—6 Months ki nding Dec. , 1939, net paidexcluding bulk. 
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the Lines... 


America’s favorite pastime 


READING — chosen American women’s favorite pastime in the 
Journal's nation-wide survey last year. 40°, named reading first 
choice. 


WHEN audible entertainment came into vogue, some viewers-with- 
alarm raised the cry that reading would become a lost art. 


They were wrong. 


In the last five years, 14 major American magazines which had 
already attracted large audiences ALL increased their circulations. 
Two newly established magazines, Life and Look, then entered the 
i= scene (1936) and attained current circulation levels of 2,509,000 and 
. tS me 
1,700,000 respectively. 


The charts on the opposite page show the increases of 14 long- 
established magazines. On these charts, as on the newsstands and 
in the American scene, you will notice that one magazine stands 
ahead of all the others. 

The Ladies’ Home Journal is now attracting the largest paid 
magazine circulation in the world. 

In the last half of 1939 THE JouRNAL GREW FASTER THAN ANY MAGA- 
ZINE IN AMERICA, both on the newsstands and in total circulation. 
Faster than any individual magazine listed on the opposite page. 
Faster than any newcomer. In 1940 it continues to be America’s 
fastest growing magazine, currently attracting well over 3,500,000 
women buyers. 

Circulation gains are not the only measure of a magazine's 
advertising effectiveness. But no one can deny that the more people 
who step up to buy the magazine in which you advertise, the more 
will be sitting down to read your advertisement. 


. READING — favorite pastime of 38°/, of America’s men accord- 
ing to their wives’ response in same independent survey. 
Sports, next. got 28°. 


pale 


AMERICA'S RECORD of 95.7%, literacy is MORE THAN 6.000.000 more copies of 14 leading 
one of the world’s highest. A reading nation magazines are being sold currently than 5 years ag°. 
—and a nation of advertisement readers! Over 700,000 more copies of the Ladies’ Home Journcl. 
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+ 800,000 | + 800,000 


+700,000 + 700,000 


+ 600,000 +600,000 


+ 500,000 +500000} 


+400,000 


+ 400000 


+300,000 + 300,000 


+ 200,000 + 200,000 


+1!00000 + 100,000 


| 
1935 1936 1937 1938 1939 1935 1936 1937 1938 1939 


BELOW ARE LISTED 14 LEADING AMERICAN MAGAZINES 
—IN THE ORDER OF THEIR SIZE—UPON WHICH THE ABOVE 
CIRCULATION CHARTS ARE BASED 


Ladies’ Home Journal American Magazine 
Woman's Home Companion Better Homes and Gardens 
The Saturday Evening Post True Story 


McCall's Cosmopolitan 
Collier's American Home 
Liberty Redbook 

Good Housekeeping Time 


Charts based on figures from A. B. C. Publishers’ Statements 
for second six-month periods 


LADIES’ 
HOME 


The magazine women believe in—the magazine 


with the largest paid circulation in the world 
THE LADIES’ HOME JOURNAL newsstand increases in the last 5 years have . - 


exceeded any magazine listed on these charts. It is now bought by one woman 
in ten in America — read by many more. 
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The Television Situation 


Following publication in Apver-| followed what has become an all too 


TISING AGE of the reaction to the 
announcement of the Federal Com- 
munications Commission postponing 
the date of commercial television 
broadcasting, Senator Ernest Lun- 
deen, of Minnesota, spoke over the 
Mutual and NBC networks April 6, 
taking as his theme, “Let Television 
Advance.” 

The Senator quoted the front- 
page article in ADVERTISING AGE of 
April 1 reporting the startling de- 
velopments in the situation, and 
said that as a result of this informa- 
tion he had made an investigation 
which convinced him that the FCC 
had exceeded its authority and had 
without sufficient warrant thrown a 
monkey wrench into the progress 
which was being made in this rap- 
idly expanding division of the 
broadcasting industry. 

He is the author of a resolution 
calling for an investigation of the 
FCC, and the interstate commerce 
committee of the Senate has been 
holding hearings to determine 
whether the resolution is to be re- 
ported favorably for action by the 
Senate. At all events, the whole 
television situation has been given 
a most careful discussion and analy- 
sis, and the viewpoints of the set 
manufacturers, the networks and 
the commission have been fully pre- 
sented. 

It seems to us that the FCC has 


prevalent practice at Washington, 
that of attempting to protect the 
public from itself. The commission 
is afraid that since television is still 
in the experimental stage, buyers of 
receiving sets will suffer loss be- 
cause of later obsolescence of their 
equipment. 

However, in view of the wide 
publicity which television develop- 
ments have received in newspapers, 
magazines and on the air, it hardly 
seems possible that anyone would 
purchase a receiver without full un- 
derstanding of the stage of develop- 
ment of the industry, and would be 
laboring under the impression that 
his purchase represented the last 
word in the development of televi- 
sion reception. He would realize 
that he was participating in the 
early stages of television progress, 
and perhaps for that very reason 
would be willing to make the in- 
vestment necessary to become a 
part of a new and tremendously in- 
teresting activity. 

Most of the troubles of federal 
regulation grow out of the feeling at 
Washington that the population is 
incapable of making its own deci- 
sions, and that an all-wise pater- 
nalistic government must decide 
what is good for John Q. Public. 
John is beginning to wonder if he’s 
really as dumb as his official pro- 
tectors seem to think. 


Responsibility for Advertising 


Has an industry a responsibility 
to its community which should be 
expressed in advertising as one of 
several management policies calcu- 
lated to insure permanence and rea- 
sonable expansion? 

Is advertising an economic neces- 
sity in which every community has 
a stake because of the necessity of 
maintaining payrolls and prosperous 
home-makers, if it is to avoid ex- 
cessive burdens for the relief of un- 
employment? 

These questions may logically be 


asked in view of the difficult task | 
with which many industrial com-| 


munities have been faced as the 
result of the decline of certain 
manufacturing interests which for- 
merly represented the basis for a 
large part of their employment, 
purchasing power and tax revenues. 

New England has had to create a 
new philosophy in order to get 
wheels going in many idle factories, 
closed as a result of changing eco- 
nomic conditions which made fur- 
ther operations unprofitable. Most 


of the mills which went out of busi- 
ness were non-advertisers, making 
staples for which demand gradually 
fell off or was diverted to other 
products or sections. 

Tampa, Fla., a live, up-and-com- 
ing city with a wide variety of 
industries, has been doing some ad- 
vertising to attract new manufac- 
turing enterprises, and plans to do 
more. One reason for this activity 
is the gradual decline of the cigar 
manufacturing industry which for- 
merly made Tampa as famous as 
beer made Milwaukee. Machine 
production of cigars has reduced the 
importance of this industry, and 
Tampa now has a community prob- 
lem in finding other jobs for work- 
ers released by the cigar manufac- 
turers. 

Advertising is not a cure-all, but 
it is a vitally necessary part of suc- 
cessful business. A manufacturer 
who is not advertising may succeed 
anyhow—but on the other hand he 
may ultimately become a commu- 
nity liability. 
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The Copywriter Gets a Hand 


Taken to task for its too critical | 


aspect in recent weeks, there will 
now issue from this column an 
aura of praise rivaled only by the 
mayor's speech when local boy 
who makes good returns home. 
Every once in a while there ap- 
pears an advertisement which calls 
to mind that copywriting can be a 
fine art, that restraint can be an 
effective virtue and that he who 
speaks softly can be heard—in con- 
trast to the shouted commands, the 
dire warnings 


ing. An example of the former is 
a full page used by De Beers Con- 
solidated Mines, Ltd., and Asso- 
ciated Companies in its diamond 
campaign. It’s kinda sentimental 
but we liked it. The whole page is 
colored a misty blue and is topped 
with a painting by Francis Criss of 
two ladies of an earlier era. Be-| 
neath is this heading for the copy, 
“Call Back the Lovely April.” 

And the copy: “ ‘Like sisters,’ 
smiles your husband—half realizing 
that between you and the young 


daughter who so resembles you! 
exists a bond far closer than any 
sisterhood. For in her you are be-| 


ginning to see life’s most exciting 
miracle . . .a mirror of yourself, 
reflecting once more the lovely April | 
of your girlhood . 

“Treasures 
make this reliving of your own 
young life a more precious time for 
both of you. It is then that your 
necklace, your engagement ring, the 
other diamonds shining for 
great moments, take on their final 
lustre in the knowledge that some 
day she will wear them under- 
standingly.”’ 

And now comes a brief sales talk 


with a few lines showing sizes and} 


current prices of diamonds. That’s 


all. We hope it’s effective. 


From Albion's Shores 

A recent issue of England’s Ad- 
vertiser’s Weekly printed a _ story 
showing that Britons, too, 


company’s advertising ceases. 


seems that the Humber Fishing and 


Fish Manure Company of Hull (pro- 


nounced Hull) cancelled its sched- | 


and blatant layout) 
pervading some of current advertis- | 


shared between you | 


your | 


are dis- 
covering what can happen when a| 
It tries 


'and included a message urging all 
our old friends who had not placed 
their orders to do so as early as pos- 
sible because stocks are limited, and 
also because there may be transport 
delays in the early Spring. 

“We were very much surprised 
and not a little disturbed to receive 
quite a number of letters in reply 
saying in the following or similar 
words, ‘I heard a report that you 
were off the market as sellers be- 
cause of no raw materials, etc., etc.’ 
The inference is that someone has 
|been making misleading statements 
and we therefore consider it advis- 
|}able to make this public statement 
regarding our position in our par- 
ticular business.” The advertise- 
ment appeared in Farmers’ Weekly 
and this magazine added an edi- 
| tor ial note of its own. 


|A Good Glass of Water 


Also interesting to us was the full 
| page used by The Maryland Cas- 
ualty Company with a strikingly 

|dramatic photograph of a glass of 
|}water; a “$300,000,000 Glass of 
Water.” Copy told the story of 
New York’s new Catskill reservoir 
and Maryland’s part in the project 
of writing the contract bonds for 
the contractors engaged in building 
|the reservoir. 


Free Press Issue 


|the editorial and advertising sides 
lof a newspaper are usually com- 
|pared to Kipling’s “East and West.” 
What was our surprise therefore to 
discover that “East and West” had 
finally met in an advertisement for 
Cystex, a proprietary designed to 
|keep one from getting up nights. 
| The copy was written by a Dr. R. A. 
Goodall. At the end of it—in the 
advertisement — was appended this 
| paragraph: 

| “Editor’s Note: Dr. Goodall is a 
\former Public Health Officer, a 
| graduate of King’s College, London, 
| England, now Medical Director for 
the Knox Company, and is also a 
licensed, registered physician, with 
years of experience in several coun- 
besides the United States.” 


\Jottings ... 


Wisconsin Public Service Cor- 


ules when the war opened in Sep- poration, Green Bay, Wis., has done 


tember. Nothing much 
then, but let the company continue: 


“In the week preceding Christ- | |covering 1939 operations. 
mas we mailed our usual Year End| ports were issued, 
greetings to all Humber customers, 


happened | right well by both its stockholders 


| and employes in its annual report 
Two re- 
one slanted for 


employes, one for stockholders. 


In this nation of the free press | 


i 


Information 
for 
Advertisers 


The following documents may }, 
secured without charge from com. 
panies sponsoring them, or 


th ougr 

ADVERTISING AGE, by any nation, 

advertiser or advertising agenc, 

executive writing on his busines. 
letterhead. 

No. 1614. An Anal YSts of Ohic 

Liquor Sales. 
The Cleveland Press has issued its 


fifth annual survey of the Ohi 
liquor market, which include Ss de. 
tailed sales information for a) 
brands in all classifications, wit; 
data on both wholesale and retaj) 
selling operations. A new featyp, 
of this study is a sales map wit 
each county shown in proportion t 
total dollars spent for liquor during 
the year. A large map accompany. 
ing the study shows Ohio’s wet ang 
dry counties. 


No. 1615. Blue Ribbon Programs 

Radio Station WDRC, Hartforg 
Conn., has issued this file-size folder 
which itself lists market data ang 
provides a coverage map of thy 
market, and holds loose-leaf pages 
each describing one of the Blue Rib- 
bon programs. The _ informatio; 
gives details of each program, audi. 
ence response and cost. 


No. 1616. Distribution of Circula- 
tion, Toronto Daily Star. 

This booklet contains a complete 
analysis of the distribution of the 
Toronto Daily Star for the issue of 
September 28, 1939, with an alpha- 
betical tabulation of circulation by 
towns, home delivery servic 
throughout Ontario, and circulatior 
by counties, with accompanying 


Market data for Rochester, Minn 
and station coverage of the area ar 
provided in this new brochure is- 
sued by Radio Station KROC. Pic- 


tures of its new studios are a fea- 
ture of the booklet. 
No. 1618. Why Ignorance of the 


Law Is No Excuse. 

| The title of this folder issued 
Criterion Service harks back to the 
days when laws were posted in the 
market place and everyone was sup- 
posed to know about them. Cr- 
terion goes on to the modern coun- 
terpart, giving information abou! 
cost and circulation of displays 
in neighborhood retail shopping 
centers. 


No. 1619. Something Specific 

The story of a test offer made b) 
a local jeweler is related in this 
folder issued by Radio Station KLZ 
Denver, giving specific sales results 
obtained through two announce- 
| ments on the station’s newscast 


| No. 1620. America’s Future 
Young America has issued 
brochure addressed particularly ' 
American business, describing th 
publication’s editorial policy, base 
on the need to check the spread & 
false doctrines and to show wh# 
industry has contributed to Americ’ 
The brochure shows how industry: 
message can be brought to youl 
and its teachers for class discussio 


No. 1597. A Study of the Sma! 
Town Market. 

In preparation for this study, Te? 
resentatives of Grit Publishiné 
Company spent nearly a week © 
each of five small towns in five dif 
ferent states, analyzing local con- 
ditions, industries, sales and mé™ 
chandising methods. The findin# 
in this illustrated brochure, whic 
has just been issued by Grit, Pr 
vide some interesting facts 


No. 1540. Every Reader a Custom 

In this brochure The Fam: 
Circle offers a concise but thorou® 
summary of facts on its distribute” 
merchandising services, copy 
ing facilities and evidences of readet 
interest. 


| this 


maps. Market information on popv- | 


‘lation, buying power and retail | 
| trade is included. 
No. 1617. Souvenir of KROC. 
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ADVERTISING AGE 


| 
a ang more! 


rs. Housewife: 


Unusue! advertisement of Amalgamated 
Clothing Workers of America which ap- 
peared in Brooklyn and New York papers 
recently to ask cooperation of house- 
wives in connection with a five-day week | 
for laundry workers. 


Dairy Industry 
Fights Inclusion 
in Food Act 


Wisconsin Rapids, Wis., April 10.— 
The entire dairy industry was urged 
to rally against proposed extension 

f the food, drug and cosmetic act 


nsin Dairy Industries’ Association 

ere Saturday. Application of the 

beling provisions to dietary claims 

f the dairy industry would deal it a 
tal blow, directors asserted. 


The inevitable advertising angle | 


pped up in discussions which re- 


to voice opposition to the proposed 
measure, which we feel threatens 
the foundations of Wisconsin agri- 
culture; we ask them to send letters 
to their Congressmen and the United 
States Department of Agriculture 
protesting the action, and if possible 
to be present in person at the hear- 
ings on April 29 to oppose adoption 
of the regulations. We also call 
upon dairy organizations in other 
states to take action along similar 
lines immediately because of the 
lack of time intervening between 
this day and the date set for the 
hearing.” 

Partly as a result of the forthcom- 
ing hearing, the American Dairy 
Association, recently formed to con- 


9 meeting to May 21 in Chicago. 


Riple Joins WTRY 

William A. Riple, who has been 
with Station WEEU, Reading, Pa., 
for seven years, has been named 
;}commercial manager of WTRY, a 


new 1,000-watt station at Troy, 
N. Y., which will make its debut 
April 15. 


Hodge Quits Magazine 

William H. Hodge has 
as associate publisher of 
Service Magazine to devote more 
time to the business of Pierre L 
Miles and Associates, Chicago, na- 
tional sales representative for elec- 
trical appliances. 


resigned 


Public 


| culture as applied to dairy products; duct a national advertising campaign Citron to Continental 
| we call on everybody in Wisconsin | for the industry, postponed its April 


Bernard Citron, formerly chief of 
| the display department of the Penn- 
sylvania Liquor Control Board, has 
joined Continental Distilling Cor- 
poration in charge of the consumer 
research division. 


Satina Package Restyled 


General Foods Corporation, New 
York, has restyled the package for 
Satina, laundry aid. The new, blue 
package has a winged-iron design 
on the front panel while the back 
panel, redesigned for readability, 
tells “How to Use Satina.” 


Elect Hudson V.P. 
Remy L. Hudson, who _ joined 
Mitchell-Faust Advertising Com- 


pany, Chicago, a year ago, has been 
elected a vice-president. 


Martinez Joins Guzman 


A. M. Martinez has joined Mel- 
chor Guzman Company, Inc., New 
York, representing international 
advertising media. Mr. Martinez 
will have charge of the radio divi- 
sion. 


Nassoit Appoints 

Joseph H. Nassoit, Inc., New York 
real estate management company, 
has appointed Roberts and Reimers, 
Ine., New York, to direct its adver- 
tising. Newspapers and direct mail 
will be used. 


Advances Stankey 
Traffic Service Corporation, Chi- 


|cago, has advanced Emil G. Stankey 


from promotion to advertising sales 
manager of Traffic World and Earth 
Mover & Road Builder. 


sulted in adoption of a spirited reso- | 


ition opposing extension of the 
ithority of the Department of 
Agriculture. Individual directors as- 
erted that the proposal was aimed 

efly at the 
ny, Chicago. 
ng Kraft as an enemy, the cheese 
paid it high praise as 
eing the leading promoter of cheese 
this country and one which has 
ut the industry heavily in its debt. 
If the Washingtonians believe that 


producers 


Kraft Cheese Com- | 
Rather than regard- | 


7 years ago THE UNITED STATES NEWS was founded 
‘‘to report, interpret and forecast the news of National Affairs”’. 
Today, 7 years later, THE UNITED STATES NEWS is still 


Kraft would be disabled by the pro- | 


osed change, they are wrong, one 
lirector commented. 
the thousands of small manufactur- 

would be able to meet all of the 
omplicated regulations, including 
the daily analysis which would be 


It, better than | 


equired to state accurately the 
tamin and other content, it was 
sserted. The amount of vitamin | 


\ present in cheese varies season- 


according to the feed of cows. 
Strongly-Worded Resolution 


rhe resolution adopted by the 
ociation said: 
We, the directors of the Wiscon- 
n Dairy Industries’ \Association, 
“presenting 250,000 milk producers, 
‘irymen, butter, cheese, and other 
k food manufacturers in the 
‘ate, hereby go on record as vigor- 
protesting the adoption of the 
posed labeling regulations of the 
ted States Department of Agri- 


Things are 
booming in 
Baltimore! 


For instance, car 
loadings are UP... 


| 
| 
| 
| 


| 


Ty o * ~ 


CARCULATION: More than 110,000. 


ADVERTISING BOOKED: An incresse of more than 35% 
over the total yolume carried during the entire year 1939. 


ONLY publication reporting, interpreting and forecast- 


—the 
ing the news of National Affairs. 

—the ONLY publication reporting, interpreting and forecast- 
ing the news of BUSINESS in its relation to Na- 
tional Affairs 

—the ONLY publication reporting, interpreting and forecast- 
ing the news of LABOR in its relation to Na- 
tional Affairs 

—the ONLY publication reporting, interpreting and forecast- 
ing the news of FINANCE in its relation to Na- 
tional Affairs 

—the ONLY publication reporting, interpreting and forecast- 
ing the news of FEDERAL REGULATION in 
its relation to National Affairs 

—the ONLY publication reporting, interpreting and forecast- 
ing the Political Week 

—the ONLY 


ASTEST MAGAZINE ON NATIONAL 
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publication printing the news of National Affairs, 
Monday through Friday, and delivering to its 
readers the following Monday. 
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‘ounkers, Davidsons, and the Utica Store on 
Walnut Street are well known to Des Moines shoppers. 


Hosiery ..- President John H. Sinee 1866 ... Kurtz Hardware 
Brine of Rollins Hosiery, manu- Company—wholesale and retail—was 
facturers of the famous “Rollins” tablished in the year 1866. Louis C. 
pure silk stockings, says: “Lib- Kurtz has been directing its destiny 
erty’s reading time for stories and ince 1884. “It’s a job getting hold of 
articles helps the reader to fithis — Liberty in our home, because Mrs. 
reading to his available time—but Kurts reads it, too. I spend most of 


more important, your editors de- my time reading the splendid articles 
liver a maximum of ideas with a — on current affairs.” 


minimum of words.” 


Drake University Library 
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University President... 
D. W. Morehouse, president 
Drake, has held almost every im- 
portant post at the university; was 
professor of physics and astronomy 
—discovered the Morehouse Comet 
in 1908. Phi Beta Kappa, Fellow of 
the lowa State Academy of Science 
and Royal Astronomical Society, 
Ph.D. University of California... 
Dr. Morehouse, “reads only scien- 
tific journals,” according to his 
secretary. But when interviewed, he 
readily replied: “Of course I read 
Liberty — seldom miss an issue.” 


Theatre ... Mrs. Ivan B. Boyd, president of the 
Ivan Bloom Hardin Company, publisher of plays, 
has the largest collection of dramatic reading and 
recitations of any publishing house in the world. 
“I read Liberty stories regularly”, says Mrs. Boyd. 
“When it comes to ideas, I find your magazine a 
rich source of material.” 
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PHOTOS SPECIALLY 
TAKEN FOR LIBERTY BY 
ROBERT W. LEAVITT 


Sb 
Insurance ... E. H. (“Hub”) Mulock is preg, 
dent of the Central Life Assurance Society. Centr, 
Life has been writing insurance for the past 4 
years; has policy holders in 22 states. Mr. Muloc 
a former mayor of Des Moines and relief adminj. 
trator of Iowa for 214 years, says: “Fine, dramatj, 
pieces like Emil Ludwig’s Kings and Brothe, 
answer why I’m a regular reader of Liberty.” 


PINKS 


Room Service ...S.F. McGinn publisher... Gardner Cowles, Jr. is president and pub- 
is secretary of the Tangney-McGinn lisher of Look Magazine, vice-president and executive editor 
Hotels Company, which operates 7 of the Des Moines Register & Tribune, and president of the 
hotels throughout the state of Iowa. = [owa Broadcasting Company. Of Liberty Magazine, Mr. 
“It might interest you to know that Cowles says: “I read Liberty regularly—and being a magazine 
Liberty is one of the best selling mag- publisher myself, can appreciate the great editorial job 
azines at our hotel newsstands—I read ~— Fulton Oursler, Liberty’s editor-in-chief, is doing.” 


it regularly, for the stories, articles— 
yes, and the advertising pages.” 
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Ford Dealer ... Largest in Iowa is A. B. 
Chambers, who also holds the central lowa fran- —_ ful radio station is managed by Joseph 
chise on Mercury, and the entire state franchise Maland, another Liberty reader in @ 
for Lincoln-Zephyr. New president of the Des —_ Moines.“I buy Liberty for its articles chiefly. 
Moines advertising club, Mr. Chambers says: says Mr. Maland, “but that doesn’t mea® 
“There are two magazines I rarely miss—Time don't enjoy the short stories and the letter 
and Liberty. | read Time for the news, and on the Vox Pop pages.” 

Liberty for news interpretation, trends, behind- 
the-news happenings, delivered to me through 
an easy-to-understand, refreshing point of view.” 
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Station W-H-© ... lowa’s most powe™ 
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Food ... Sixty-nine years in the food business is the Amend family’s 
record. Seven sons now operate Amend’s wholesale grocery and meat packing 
ess. and five retail stores. Meet Albert and Herman Amend who run 
one of the Amend markets; both are readers of Liberty, for different reasons. 
Says Albert Amend: “I like the short stories, mystery and adventure serials.” 
Says Herman Amend: “I rarely miss Mr. 


Nl 


ital of the Tall Com Cowittiy 


America lives on the land, but peo- 
ple who live in treeless streets, who see 
beef only on a platter and corn in cans, 
are likely to forget their allegiance to the 
land. The people of Des Moines are close 
to their good earth—the rich, dark loam 
that rolls so smoothly from the plow. The 
“brown gold” that in good years yields 
more wealth than mines. The land that 
has nade Iowa first in hogs and oats and 
eggs, in cattle and horses. 


Tue Fort, as the people of Iowa call 
Des Moines in unconscious memory of 
pioneer days, is the capital of the state; it 
is also the cultural and commercial capi- 
tal of this whole rich region. Here are 
concentrated the banks and stores, the 
railroads, and colleges, which are the 
product of straight furrows and tall corn. 
Here, too, are head offices of 47 insur- 
ance companies and half a hundred publi- 


FN 


Macfadden’s editorial.” 


Se SoS 


SS 


cations — including such well known 
magazines as Look, Better Homes and 
Gardens and Successful Farming. 


Pcop_ep by men whose towers were 
church spires and tall silos, it is no wonder 
that Des Moines maintains the spacious 
living of the farm. Homes are big and 
comfortable, lawns are wide, and grounds 
are large enough for gardens. Des Moines 
is another, and different, sample of 
“worthwhile America”. 

In Des Moines—as in Hartford and 
Seattle, Louisville and San Francisco— 
Liberty measures up to a community of 
known high standing. Here, university 
president and publisher, grocer, manu- 
facturer and car dealer, give their opinion 
of this magazine and its place in publish- 
ing. What Liberty means to these people 
in Des Moines is evidence for the adver- 


tiser of Liberty’s importance nationally. 


109 Theatres ... 
of the Tri-State Theatre Corp., which operates 
109 motion picture theatres in Illinois, lowa, and 
Nebraska. “First, | read the movie reviews,” says 
Mr. Blank, “then on to the stories, and serials 
like that Kings and Brothers one.” 


S 
& 


\. H. Blank 


is president 


. ety 
Fitch Shampoo ... I. 
of the F. W. Fitch Company—manufacturers of 


W. Fitch, president 


Fitch Shampoo — says, “A Liberty reader for 
years, I spend most of my reading time with the 
splendid articles on politics and economics.” 


Light and Power ... President 
C. A. Leland of the Des Moines Elec- 
tric Light Company serves central 
lowa with electricity. “And while 
we're on the subject of light and 
power’, says Mr. Leland, “it might be 
well to mention that Liberty throws a 
lot of light on many national problems 
—and does it with plenty of power... 
Both Mrs. Leland and myself read 
Liberty—from your serious editorial 
page to the Cockeyed Cross-words.” 


Copyright 1940, Liberty Magazine 


Cosmetics Since 1915... 
Carl Weeks is president of the 
Armand Co.— manufacturers of 
Armand’s face powders, and a 
trustee of Drake. Says Mr. 
Weeks: “More copies of Liberty 
are read by my employees than 
any other magazine. And I can 
understand why, being a regular 
reader myself; Liberty presents 
vital American problems simply 
and forcefully.” 


U.S. Tires ... P. K. Keedy, 
district manager of the U.S. Tire 
Dealers Corp., has been associ- 
ated with U.S. Tires for 22 years. 
“The thing that impresses me 
most about Liberty is the way 
your editors lay hold of an idea 
—make it attractive to the reader, 
then get it across without waste 
words or motions.” 
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Calox Campaign Set 
to Open April 27 

With copy continuing to feature 
a movie star tie-up, McKesson & 
Robbins, Inc., Bridgeport, Conn., will 
launch its 1940 magazine campaign 
for Calox tooth powder April 27. 
Copy built around the theme, “Get 
that Hollywood sparkle with Calox, 
the toothpowder that helps to make 
your teeth shine like the stars,” is 
scheduled for Collier’s, Good House- 
keeping, Liberty, Life, Look and 
The Saturday Evening Post. 

The half-page, two-color adver- 
tisements will run until Nov. 20. 
Sherman K. Ellis & Co., New York. 
is the agency. 


WNEW Adds Sayre 

John M. Sayre, formerly with 
Station WINS, New York, has joined 
the sales department of Station 
WNEW, New York. 


Tatom Heads KCMC 


Clift Tatom, San Antonio, Texas, 
has been made manager of Station 
KCMC, owned by the Texarkana 
Gazette, succeeding Foster W. Fort. 


Carnation Invades 


Ice Cream Field 
with ‘Cho-Cho’ 


Milwaukee, April 11.—Combining 
the excitement of a game with the 
thrills of a delectable tid-bit, Cho- 
Cho chocolate malted ice cream is | 
accompanying the warm weather 
Northward and Eastward from 
Southern and Pacific Coast tourist 
havens via the comic sections of 
Sunday newspapers. The manufac- 
turer of the new five-cent dainty 
is the Cho-Cho Company, subsidiary 
of the Carnation Company. 

Like one or two other frozen | 
goodies on the market, Cho-Cho| 
comes on a stick. It is protected, | 
however, by a cup and the task of | 
getting Cho-Cho out of the con- 
tainer seems at first blush to be a/ 
formidable one. The advertising | 


into an asset by promising, “You'll 
have a circus with Cho-Cho,” and 


giving these directions: “Roll cup 


lice cream, the copy being given a 


turns this apparent disadvantage | 


|/between hands to loosen contents; Studebaker Celebrates 


push bottom of cup lightly with 
thumb; pull out contents with stick.” 
The copy is designed to make juve- 
nile readers, at least, familiar with 
the new slogan, “Roll! Push! Pull!” 

Half-pages are being used in 
comic sections to introduce the new 


gala atmosphere by reproduction of 
the Cho-Cho container, which bears 
the likeness of a circus clown. 
Taking a tip from the most fa- 
mous of the country’s beverage man- 
ufacturers, as well as bowing to the 
limitations imposed by the nature of 
the product, the Cho-Cho Company 
has licensed local ice cream manu- 
facturers to produce and distribute 
the new goody according to its spec- 
ifications. Advertising is 


handled | 
by Neisser-Meyerhoff, Inc., Chicago | 
and Milwaukee. | 


Ray Keefer Promoted 

B. Ray Keefer, for five years | 
| Eastern advertising manager, 
been 
ager of Outdoor Life. 


in “Automotive News” 


A 112-page second section of the 
March 30 Automotive News was de- 
voted entirely to editorial and ad- 
vertising matter celebrating 
88th anniversary of the Studebaker 
Corporation and the first annivers- 
ary of the Studebaker Champion, 
pace-setter of the Studebaker line. 

Printed in rotogravure, the sec- 
tion is heavily illustrated, telling the 
story of Studebaker activities. It 
was distributed to all those who re- 
ceive the Studebaker house publi- 
cation, “The Wheel.” 


Selz Advanced 


Preston O. Selz, who has been in 
the copy department of Ralph 


Heineman Advertising Agency, Chi- | 


cago, has been appointed radio di- 
rector. Mr. Selz was formerly with 
Neisser Meyerhoff, Inc., Chicago. 


Returns to Y&R 


George McGarrett has returned 


has | to Young & Rubicam, New York, 
appointed advertising man-|which he left several years ago to 
‘join Lord & Thomas, New York. 


Asks High Court 
Rule on Outdoor 
Monopoly Case 


the | 


Washington, April 10.—The Su- 
preme Court has been asked to 
review a decision of the ninth e¢jp 
cuit court of appeals involving a 
charge that Foster & Kleiser Co). 
pany has conspired to restrain , 
monopolize the outdoor advertising 
business in violation of the Sher. 
man act. 

The petition to review the 
cision, which has been filed py 
attorneys for the C. E. Stevens 


Company, contends that th igh 
the operations of the Outdoor Ag. 
vertising Association of America. 
Inc., Foster & Kleiser has furthereg 


its conspiracy and control over th, 
outdoor advertising field. 

The fundamental issue hinges op 
whether the practices complained 
of are interstate commerce ang 
therefore subject to the anti-tr 
act. 


Does Your Company 
ake These Mistakes 


in Advertising? 


Many advertisers Using the 
Simple ‘“TELLALL” Method 
Make Advertising Pay 


The manner in which a host of advertisers have cor- 
rected these common mistakes—to their everlasting 
profit—is described in the free book “TELL ALL. 
..+A Practical Guide to Successful Business Paper 
\dvertising.” It contains no magic formula for 
copywriting. hat isn’t management’s job. But it 
does describe the important factors that should go 
into advertising that is expected to pay its way. 


In addition to illustrating a wide variety of applica 
tions of these simple but important elements, 
“TELL ALL” shows how some advertisers have 
measured the effectiveness of their business paper 
advertising to produce the kind of evidence of 
advertising worth that management is entitled to. 


If you want to help your ad-manager or agency to 


real sales load. 


Are you afraid to 


If your ad is of g 


eat it up! 


who can buy, give 
ing facts, and they 


do the kind of a business paper advertising job that 


really sells goods, send for your free copy of 


“TELL ALL” 


today. 


The Associated Business Papers 


Highest editorial 
standards and 
publishing integrity 


PHONE: CALEDONIA 5-4755 


4 LOOK FOR THE TWO HALL- 
MARKS OF KNOWN VALUE 


&etting a R00d 
ie ide 
y Send my copy, 


Name 
Position 


' 

' 

' 

‘ 

3 

« Co 
¢ ~’™pany 
' 

’ 
' 
‘ 
' 


Proved reader Street 
interest in terms : bo 
ot paid creatation i 2d State 


Do you permit your business 
paper advertising merely to “keep 
your name before the trade’’? 


It can easily be made to carry a 
about your product or service? 

to business paper readers, they'll 
Do you try to make each ad ap- 


peal to everybody? 


Aim your ads specifically at those 


The Associated | 
Cc 


7 Stamp on the 


run long copy 


enuine interest 


them interest- 
ll act! 


Susiness Paper 


4 OF two from T 


‘New England Council 
Advertising Fund Cut 


| The New England Counci! d- 
\vertising campaign this year js 
being limited to House & Garden, 
Hunting & Fishing, The Ney 
Yorker, Time and selected metro- 
|politan newspapers in the North- 
) eastern states as a result of a sharp 
| curtailment in funds from the an- 


nual appropriation of $100,000 in 
{previous years. Batten, Barton, 
Durstine & Osborn, Boston office, 


jis the agency. 

Individual advertising of t! 
New England states will carry co; 
|stating that information on al! Ne 
England is available from the New 
/England Council. Special folders 
|containing literature from each of 
the New England states will be sent 
to travel agencies. Governo) 
|tonstall of Massachusetts has ap- 
,pealed to other New England 
ito join it in participation 
New York World’s Fair. 


| Broadcasts from Cuba 

| Johnnie O’Hara, sportcaster spon- 
sored by Falstaff Brewing Corp: 
tion, St. Louis, broadcast a fou 
game baseball series between the 
St. Louis Cardinals and the Cuban 
All-Stars from Havana, Cut er 
KWK, St. Louis. 


Johnson Names Bruck 


Walter H. Johnson Candy 
pany, Chicago, has appointed Frank- 
lin Bruck Advertising Corporat 
New York, to handle advertising o! 
‘its five-cent candy bars. 


© six 


Savings & Loan Appoints 
The Ninth Federal Savings & Loan 
|! Association, New York, has placec 
|its advertising account with Alber 
|Frank-Guenther Law. New Yors 
newspapers will be used. 


. . 7.) . 
Livingston to “Bulletin 

Louis Livingston, formerly of the 
New York Journal & American, has 
been made circulation and promo- 
tion manager of the Philade!phic 
Evening Bulletin. 
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Illustration by Joseph Feher 


Hark to the hypnotic spiel of the luck and wins—a victim follows— | Now you see quality, and now you 
barker at the shell game. “A game “Sorry, mister, better luck next time don’t. There are noshort-cuts togood 
of skill, gentlemen! The hand is —Watch the little pea—now yousee engraving to justify alluring dis- 
quicker than the eye. Watch the __ it, now you don’t.” counts. Collins, Miller & Hutchings os 


little pea, gentlemen. Now you see 


have one standard of engraving 
it, now you don’t! Watch the little When you gamble on cheap’ _quality—the best; and one stand- 


> 
x. 
7" 
7 


pea!’ Shades of Barnum—one born engravings you playa losing game. 


every minute—the yokels crowd 


ard price—the same to everyone. 


closer—the spieler drops his voice 


~slows his hand~—a shill tries his Collins, Millers Hutchings. Chicago Photoengravers 
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Elgin Watch Pays 
Tribute to Ads; 
Nets $1,214,501 


Elgin, I1l., April 10.—T. Albert 
Potter, president of Elgin National | 
Watch Company, attributes the com- 
pany’s 46 per cent increase in unit 

sales in 1939 over 1938, in part, to 
“speci: i promotional and advertising | 
efforts.’ 

A net profit of $1,214,501 was re- 
ported for 1939, compared with 
$685,046 in 1938 and $1,389,744 for 
1937. 

Looking to the future, Mr. Potter 
reported to the company’s share- 
holders that “we shall broaden our 
promotional and advertising efforts 
to still further increase our volume 
should satisfactory 
conditions 
Our advertising, we 
been most effective.” 


believe, has 


Hearst Magazines, Inc. 

Net profit in 1939 was $2,364,615, 
compared with $1,850,935 in 1938, 
an increase of $513,680 or 27.8 per 
cent. The corporation controls six 
magazines. 


Kellogg Company 

Consolidated net profit for 1939 
was $3,437,150, compared with $2,- 
174,580 for 1938. Consolidated net 
sales for 1939 were $33,026,532, com- 
pared with $31,967,313 for 1938. A 
statement signed by W. K. Kellogg, 
chairman, and W. H. Vanderploeg, 
president, said in part: “Aggressive 
advertising and merchandising plans 
have resulted in greater acceptance 
and demand for the company’s 
products on the part of the con- 
sumer.” 


United States Steel 

Net income 
934, compared with a deficit in 1938 
of $7,717,454. 


Zenith Radio Corporation 

Earnings for the nine-month pe- 
riod ending Jan. 31, 1940 were $598,- 
852, before federal income taxes, 
compared with $1,030,058 for the 
corresponding period of the previous 
year. 


Eastman Kodak 

Earnings for 1939 were $21,537,- 
577, third largest in Eastman his- 
tory, compared with $17,339,408 for 
1938. Total consolidated sales in 
1939 were $140,331,990, compared 
with $128,262,832 in 1938, excluding 
sales of German subsidiaries for 
both years. 


The Fair, Chicago 

Net loss of $154,752 was reported 
for the fiscal year ending Jan. 31, 
1940, compared with net loss of $95,- 
097 for the preceding year. Net sales 
for the year ending Jan. 21 were 
$15,479,435, compared with $15,898,- 
330 for the preceding year. 
U. S. Printing & Litho 

Net profit for 1939 was $288,344, 
compared with a net loss of $345,584 
in 1938. 
Federal Motor Truck 

Net loss of $175,778 was reported 


for 1939, compared with 
of $299,269 in 1938. 


a net loss 


Perfect Circle Company 
Earnings for 1939 were 
compared with $150,198 in 
Gruen Watch Company 
Net profit for the year ending 
March 31, 1940, was $540,669. Sales 


1938 


we C4 sack Issues 


@ Complete 
of current 


coverage 
and back 
issues of trade papers 
and general magazines 


“Using 
for editorial and adver- Trade Paper 
P Clippings in 
tising material. Business” 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 


general business | 
in this country prevail. | 


$344,804, | 


| 


in 1939 was $41,119.,- | 


were reported to be the greatest in| | with $3,809,877 
the company’s history, 


and dollar volume. 


for the preceding 
both in unit | year. 


Federated Department Stores 


|$124,075 for 1938. The last three 
‘months of 1939 contributed 85 per 
cent of the 1939 net. 


Keselaie Roach 


Charles Dallas Reach, Neway} 
appointed 


New York, has been 


—— 


d 


Conde Nast Publications Net income of $3,340,224 was re-| Wm. Filene’s Sons Co. ae division Maaeaee — Minne d 
Net profit of $206,585 was re-|ported for the year ending Jan. 31, | Earnings for the year ending Jan.| pay], Reach has directed tt any, St P 
ported for 1939, compared with/1940, compared with $2,756,223 for 21, 1940, were $877,240, compared tising of the White Tar Comp: S 
$222,887 for 1938. ‘the previous year. with $674,953 for the preceding|of New Jersey, a Koppers af})j., 
; year. for five years and Kopp: cS, 
Waltham Watch Company ‘Pathe Film Corporation anaes board division for three ye: ‘ 
Net profit of $216,020 was reported| Net profit of $424,489 was re- Kittredge Camp to Pepper renee 
for 1939, compared with a loss of| ported for 1939, compared with $77,- Kittredge Camp, 440 East 57th a 
$249,872 for 1938. 158 for 1938. street, ew York. has placed its re Issues Code Manual N 
, ‘ , |advertising with the school and “Code Manual” has bee: ued M 
Bloomingdale Bros. Aluminum Co. of America ‘camp department of J. W. Pepper, | bY +m code appliance committe; 
Net profit for the year ending Jan.| Net income of $36,633,389 was re-|Inc., New York. Newspapers will | the National Association of d 
31, 1940, was $692,229, compared! ported for 1939, compared with | be used. ber mages hg ashington, D. C ,; or 
with $483,659 for the previous year. | $15,563,145 for 1938. ains code interpretations {| id h 


|May Department Stores 


Net profit for the ye 
31, 1940, was 


$4,402,894, 


International Paper & Power 
Total earnings of $4,893,590 were 
reported for 1939, compared with 


ar ending Jan. 
compared 


Seidenbaum Expands 
William G. Seidenbaum Adver- | 

tising Agency has leased additional | 

space at 9 E. 40th street, New York. 


| stations and an interchangs 


gram and 


|gathered from _ various 


operating exp: 


? 


| throughout the country for t 


| fit of NAB members. 


— 


THE HONK of your auto horn didn't just hap- 
It was decided. 


their contributions—president, purchasing agent. 


pen. ymer-re 


acoustical expert, sales-exec 


That intangible honk—that mere vibration—i- urgist, and many more. 


the blend of an astonishing alent and 


—___knowbet eT score of management men made 


Management men do not operate from ivory 


towers, each in isolated charge of his specia! 
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Bardzil Succeeds Swanson Change Agency Name 
Thomas J. Bardzil has been ap- The name of Ralph Heineman Ad- 
nted field secretary of the Out-|vertising Agency, Chicago, has been 
‘. Advertising Association of|changed to Ralph Heineman, Inc., 
Doannsvivania, succeeding Charles A.| with Mr. Heineman and Merrell A. 
Swanson, who is now with Outdoor | Wood as principals, acting as presi- 
\avertising, Inc., New York. ‘dent and executive vice-president 
entetiaipalicint respectively. 
Stebbins in New York | ee ihe 
Barton A. Stebbins, Los Angeles Perlman Joins Steel 


advertising agency, has opened a|_E. Sherman Perlman, who has had 
New York office at 247 Park avenue,|his own advertising agency, has 
‘with William S. Arnold and Robert joined Frank R. Steel Associates, 


Jr., handling Eastern | Inc., Chicago, as vice-president and 


L. Nourse, ; 
account executive. 


acct unts 


Mathes Takes More Space Names Badger & Browning 

J. M. Mathes, Inc., New York, has Newagen Inn., Newagen, Me., has 
leased the 45th floor of the Chanin | appointed Badger & Browning, Inc., 
bldg. for its media, publicity and | Boston, to handle its advertising. 
ccounting departments. The organ- |Consumer magazines and newspa- 
, now occupies four floors. pers will be used. 


2a tiO?y 


ADVERTISING AGE 
Sizzle Needed in 
Census Spiel, Is 
Wheeler's Opinion 


Dallas, Tex., April 10.—If any of 
Uncle Sam’s census enumerators get 
doors slammed in their faces or find 
themselves tossed off front porches, 
they can blame it on the fact that 
their approach to the customer is 
fizzling instead of sizzling 

This is the conclusion arrived at 
by ADVERTISING AGE after consulta- 
tion with no an expert than 
Elmer Wheeler, the man who con- 


less 


vinceed a continent that “it’s the siz- 
zle that sells the steak—and not the 
cow.” The man who has designed 
several hundred door approaches for 
scores of national advertisers, cov- 
ering everything from vacuum 
cleaners to manure and from hosiery 
to brushes, thinks that the effect of 
recent adverse census publicity can 
be overcome if enumerators 
armed with a “tested 
tence.” 

Tracked down by an ADVERTISING 
AcE sleuth in the hideaway which 
he _— picturesquely calls “Sizzle 
Ranch,” near Dallas, Tex., Elmer 
was asked to analyze the “canned” 
talk Bureau of Census officials have 


are 
selling sen- 


given their legmen It runs like 
this: 
“Good - morning I'm from the 


—_——— 


responsibility, unconcerned with the actions of 
his colleagues. Management is a meshing of fune- 


tions—it is a collaboration. 


listen to. 


functions, but also those whom they consult, and 


And the way to get them interested in your 


business story is obvious. Tell it to them through 


WHO DOES WHAT? @ That much is abun- 


the magazine devoted to the most important in- 


dantly clear from one of the studies ForTUNE has eciealie 3 

been making to find out the actual responsibilities 

of the men who manage America’s businesses.* 
1.500 FortTuNE subscribers who are company 

Presidents, Vice Presidents, and Secretary-Treas- 

urers, were asked to check the functions in their 

companies for which they are personally respon- 

-ible, and in which they take an active interest. 
Perhaps the most significant fact brought to 

light is that the 595 (40° ) who replied checked 

a total of 2,518 functions—an average of 4.2 

responsibilities per man. lising te 
This simply shows that besides being in charge 

of his own particular department, the manage- 

ment man has a powerful influence in the opera- 

tions and decisions of other departments—may 

even have several departments under his own 

direct care. (Doesn't this check with the way 


things are done in your own company ? ) 


WESSA 
all the men with influence for or against your 
product, your advertising must reach all the men 
concerned in the financing, the sales, the produc- 
tion, the purchasing. the advertising, the policy- 


making—not only the men in full charge of such 


The MAGAEINE 


\Vlanage 
anage 


n their lives 


ment. 


) Inanagement.” 


*% For 


complete reports, write Marketing 
Service Manager, Fortusxe, Time & Life 
Building, Rockefeller Center. New York 
en 


or 


ForTUNE, The Magazine of 


FORTUNE is designed, edited, and priced espe- 
cially to interest the management men of Busi- 
ness. Your advertising in its pages gives its 
150,000 subseribers just what they are paying $10 
a year to read in FortuNe—information about 
Business. Here is the perfect meeting of market 
and message—here in FORTUNE is the precise me- 


dium for the messages of “management adver- 


S 
- 
Z 


United States Government. I'm 
one of the enumerators in your dis- 
trict. Do you have time to answer 
some questions?” 


Some Good, Some Bad 


The first part of the spiel seemed 
to click with the sizzle-eer, but 
about half way through he winced. 

“The ‘Good-morning’ is fine,” he 
|observed. “It is part of the ap- 
proaches developed for our clients. 
|It sort of breaks the ice. ‘I’m from 
the United States Government’ is 
jalso good. It establishes the per- 
|son at the door. It carries weight. 
|It is what the salesman calls a fine 
door-opener. ‘I’m the Hoover rep- 


resentative’ is how the vacuum 
cleaner salesman makes his ap- 
proach. Always identify yourself 


the moment thy door is open.” 

Mr. Wheeler tok sue with the 
term “enumeraf®r,” remarking that 
too many people don’t know what 


the word means. “Why not just 
plain, everyday, ‘I’m your census 
taker’?” 


The last part of the census ap- 
proach was termed the weakest of 
jall. “No person has time for any- 
ithing that doesn’t benefit himself,” 
Mr. Wheeler pointed out. “The 
fourth point in our sizzle philosophy 
is ‘Don’t ask if—ask which.’ The 
approach must have ‘you-ability’; 
the prospect must be convinced that 
he will benefit and the busy man or 
woman who may have a lot of work 
'to do should not be reminded of 
jan intrusion.” Thus, the 10-second 
| positive census sizzle was all 
wrapped up ready for delivery as 
follows: 


| “Good-morning I'm from 
| United States Government 
your census taker. 


the 
I’m 


on 


May I step in’? 
Provides Snappy Comeback 


In addition to this approach, Mr 
| Wheeler also believes that the cen- 
| Sus taker should be ready with a 
| comeback as soon as the citizen 
|balks and asks: “Isn’t that a rather 
| personal question?” 

“No,” the interviewer should shoot 
| back, “it is a patriotic question that 

will be of help not only to your 
| government, but to you personally.” 
Mr. Wheeler warned against such 
assurances as, “This is quite confi- 
| dential—no one will know what you 
| tell me.” 
|} “There’ 


too much of Shakee 
| Speare’s ‘Methinks the lady protests 
her virginity too much’ in a reassur- 
| ance of this kind,” Mr. Wheeler be- 
| lieves 


The tested sentence mogul re- 
}vealed plans for a_ short “Sizzle 
|School” course in New York, to 


‘help individuals build up their own 


isales_ talks. 

, “Any census takers who want to 
put the sizzle into census taking 
will be he said in part- 
Ing 


= 

Criterion Adds Two 

| Criterion Advertising Company, 
New York, has appointed Robert 

| Smith to represent it in the Middle 

| West and John W. Loveland in the 


welcome,” 


|Pennsylvania, Maryland and Dela- 
ware territory. 
Barstow Moves 

Ralph Barstow, Inc., has moved 


from Los Angeles to 1606 Idlewood 
|} Road, Glendale, Cal. Mr. Barstow 
formerly was in the advertising 
| business in Rochester, N. Y., where 
lhe was president of the Ad Club 


9Its a HOBBY 


Over a Million regular collectors 


Appreciation—not Depreciation —in either 
Audience or Premium is what makes ~ 


POSTER STAMPS 


Popular — Protitable — Economical 
15.000.000 far lie have been reach- 
1 with the ir oster Stamp 
‘ries issued ty \c'vertisers, Asso 


institutions, Ex- 


- Inter- 


COST 1S LOW — Audience Large 


est is Sustained — 
Rapidly Mounting — 


are Phenomenal 


WRITE TODAY 


fo plete infor tio table of 
expe ence liats of u rs and gener- 


No obligation, 


of sampies 


ous array 


MID-STATES GUMMED PAPER CO. 


.. 8815 South Damen Avenue - Chicago — 
2 New York - Cleveland - St Loum - San Francie 
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‘Good Old Days’ Is 
Nostalgic Saga of 
Sears Catalogs 


Employe, Pens Market- 
ing History 


| 
A New York, April 11.—It seems 
entirely fitting that “The Good Old 
| Days,” 
week and written by David Cohn, 
should appear very shortly after 
| the news that Sears, Roebuck & Co. 
made more money in 1939 than in 
| any previous year. 


Mr. Cohn’s story is that of the 
j Sears, Roebuck catalog; the saga of 
a volume that through the years 
has been the subject of Chic Sale 
variety of jokes, an eye-opener to 
adolescents and a builder of dreams 
for both young and old. The cata- 


Author, Once a Sears io 


| years of the catalog 


Sears, found himself touched with 


both nostalgia and ambition in his | 


perusal of the ancient 
People were different 


catalogs. 
in the earliest 
and the sales 
far cry 
appearing in 


appeal 
the 


often a 
copy 


was 
modern 


| today’s issue. 


Fewer Books Sold 


The catalog’s attitude toward 
oks is a good example of this 
change. The general catalog of 


1905, Mr. Cohn recalls, apportioned 


16 pages to books and offered a spe- 


|cial catalog in addition. 


log, to uncounted thousands, is Sears, 


than anything else why Sears has | 
been able to do rather 
cially. 

The author, 


who once worked for 


Roebuck, and its story tells better | compelling personality. 


well finan- | tion to “ 


Many of 
them were classics and others quite 
transitory in their value. None, 


daring or along highly controversial 
lines. Few fell into the category of 
“How to Make More Money” or 
“How to Win Friends.” 

Now much less space is devoted 
to books, and those that are offered, 
Mr. Cohn indicates, are not always 
classics. The change, he points out, 
is not Sears’ fault; it is simply the | 
result of automobiles, radios, movies, 
the all-pervading desire to make 
more money and, in some cases, an 
insatiable desire to have a magic, 


Mr. Cohn devotes an entire sec- 


Ladies” and what the cata- | 
log has offered them through the | 
years. He deals succinctly with | 


from | 


| female of the species. 


‘unfleshly sketches,” 
a new book published this | 0wever, was what might be called a gage 


| dles 


ifeeling against this form of selling, 


SHE'S REALLY ALL DRESSED UP IN ORCHIDS 


|such varied topics here as typewrit- 


ers and contraceptives; cosmetics 
and fashion; hair, millinery, silk 
hosiery, corsets, underwear, and 


bathing suits, labor saving devices 
in the home, and gardening. It’s 
a brief history of the American 


Sex in Catalog 

Not the least of the changes in 
the catalog has been the increasing 
amount of sex-appeal offered read- 
ers in its advertising photographs. 

“The corseted ladies of the 1905 
catalog are extremely modest as 
they wear the models of the day in | 
rather nondescript and certainly 
says Mr. Cohn. 
the young, slender 
models wearing gir- 
are photographed in pose after 
pose showing not only the girdles 
and brassieres, but often bare ex- 
panses of flesh between them. 

“These photographs would 
been too frank even for the 
|Gazette in 1905 but in 1935 
aroused no comment.” 
Sears makes much of 
ment sales plan new, 
not always so, Mr. 
He describes Sears’ 


“But by 1935, 
and beautiful 


have 
Police 
they 


its instal- 
but this was 
Cohn recalls 
old adamant 


its first signs of weakening and so 
on down to today’s final capitula- , 
tion in offering “anything and 
everything on easy payments.” 
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Orchids supply the entire costume for this Earl Carroll beauty, chosen queen 
of the orchid show staged by Earle C. Anthony, Los Angeles Packard distributor. 


Orchid Show, 
Comely Femmes, 


Powers Joins Durstine 
Marsh K. Powers, formerly head 

of his own agency in Cleveland, has 

joined Roy S. Durstine, New York. 


|The agency has been appointed to 
Sell Packards ‘direct the advertising of McCall 
| the National Mineral Wool Asso- 


| Los Angeles, April 10. 
| Anthony, Inc., distributor of Pack- 
ard motor cars, staged an orchid 


show here which is said hs have Holeproof Promotes Swan 
given executives of the Packard | J. M. Swan. formerly assistant 
Motor Car Company much food for a neral sales manager, has been 
thought. The theory which An- | promoted. to Southern division sales 
thony put into execution is that |ma nager of Holeproof Hosiery 
| flower lovers and motor car buyers |'Company. Alfred P. Lowy, sales 
|are brothers under the skin—they | representative in Western New York, 
|appreciate beauty in any product. | Succeeds Mr. Swan. 
| Anthony spent $25,000 to 


Earle C.| ciation and ABT’s Seafood Products, 


Inc., all of New York. 


stage 
un. “the 


most dazzling display of 
" 
ay precious SP orchids and other rare flowers ever 
", give aw ay } -4 circulation ean it a eB . . — 
Newspapers cont © ith a combine on |seen in California.” The event was 
pti 3 * western dailies, ® ¢ KGO and KPO, |promoted vigorously over Stations 
‘ «es o aT re 
So when 72 - echedules KFI and KECA. 
‘ . the : . | 
€ 1,91 c88, ¢ arry ) there ‘s. satel Net results were summarized al 
5st t be a reason. Ane ; Nanaimo, Briush Duke Reynolds, advertising man- 
- us < s re in walks . agar as fol] 7e° Ei ee 
there ™ ‘an be hea = ager, as follows: Eight sales to 
; . “ts can wh. “Vv are : 
These NBC outlet Arizona. Phat the prospects not previously contacted: 
; and in Nogales, {in 44 other metro- |50 excellent appraisals, countless 
Columbia say? these cities (anc \ We nada) is demonstrations, and 20,000 new Nova Scotia not 
ned to regularly - in ¢ states ang \* friends made for Packard. 
te 


Anthony did not neglect the affin- 
ity of flowers and beautiful women 


INTO CAN! 


this rotal . 


7 and some of the lasses who partici- | 

re the P . : > : , rie , > . 

a pated in the show vied with the Always look for the hid 
orchids for attention. 


value! 
Magazine 


“ ; den Outdoors 
Wonderment over the affair was 


expressed by Packard officials, in- td Guaransees : 

am, you |cluding R. E. Chamberlain, man- He paid circulation © 
“ 96 | . ~ ~ oe te? ; . 
jager of merchandising, who was | 125,000. Yet it’s the hid 


among those present. den value that makes 


Outdoors so potent ar 


advertising mediun 
Every 


. - subscriber to Out 
Warren Leather Goods Company, 


Mass., has 
Badger and Browning, Inc., Bos- 
ton, to handle its advertising. Mag- 
azines and business papers will be 
used. 


Joins Weiss & Geller 


Millard G. been 


doors Magazine is a 
red-blooded 


reads 


Worcester, appointed 


Agency for Warren | 
| 


active, mat 


who 


his favorite 
magazine with zest —and 
buys from its advertiser: 
with confidence. Hav: 
vou hit the Outdoor 
market yet? It's big 


Prevo has ap- | 


}pointed art director of Weiss & all Outdoors. Member 
|Geller, New York. He formerly | LBC 
|held the same position with Lord | 


\& Thomas and_ Knickerbocker | Watch Us Grow! 
Studios, New York. 


— WNEW Promotes Duncan | 
deny aa Walter Duncan, in charge of na-| OUTDOOR 
SPOT Sales Offices SAN FRANCISCO WOLLYWOOD tional sales of Station WNEW, New | 

BOSTON PITTSBURGH York, has been appointed vice-pres- | BELeii fel RBS Aas fe) 1am CHICAGO 


ident in charge of national sales 
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survey which sought to determine national advertisers ADVERTISING |a selling job by itself; the possibil- of the fact that the circulation 


—_ : De . 4 . - ~ ® Se i « 
Advertisers Eager the attitude of dealers toward man-| AGE estimates that last year be- ity of pre-testing to determine copy, study seemed to require considerable 


ufacturers’ displays. Although the) tween $75,000,000 and $100,000,000 | color, size, animation and similar, merchandising pressure to insure 


| : . > Sta - 7 » « sae _ . 
—" survey results are being kept in the| was spent for this purpose. These| elements in advance of actual use; its general use by advertisers as 
isin Su | strictest confidence, it is known that | figures are based on a recent au-| the mechanics of distribution, and | Well as suppliers. 

or sufficient preliminary information| thoritative analysis of budgets of | determination of dealer preferences —_———- 
has been gathered to refute the oft- | 300 well known national advertisers | to insure fullest possible use. Form Marshad & Markson 
| D f repeated assertion that many dis-| Who reported that an average of 13| 4 program of research and pro-| J, J. Marshad, formerly circula 
ave ; “etailere’ - * »rce sir > "@ ¢ , ride : , Sabi y . o> ae ° ec nd cire a- 
0 a ld a a |plays wind up in retailers’ store-| percent of their entire appropria- | motion in behalf of window display | tion and advertising promotion art- 


rooms and cellars, thus represent-| tions went into display. has long been discussed and the! ist with Newsweek. and A. M. 
More Media Climb on "8 wasted expenditures. The Point; Discussions of the display prob- _proposal seemed ready for fruition Markson, who formerly had a New 
: : | of | Purchase Institute study is also | lem spur national advertisers to ask | about three years ago when the Ad- York studio, have organized the 
Bandwagon of Scientific | sid to point to definite profit possi- | whether this merchandising device] vertising Research Foundation, in Marshad & Mai ig art service at 
h' bilities in the proper use of display | is really a medium or whether it is| cooperation with the Lithographers |!!! “- 57th street, New York 
Approac material, with as many as 95 per| primarily a service rendered deal-| National Association, conducted a 
i aiid cent of the 2,000 dealers inter-|ers by manufacturers. For exam-| study of display circulation that Wheeler Offers Course 
By IRWIN ROBINSON |viewed asserting that increased | ple, advertisers ask, do’ window dis- cost $44,000. Following publication A course in selling by tested sen- 
New York, April 11.—Increasing | sales can definitely be traced to use| plays stimulate new sales or do they | of this material, however, the proj- tences will be given by Elmer 
evidence that the so-called scien-| of display. divert sales from one dealer to an-| ect buckled. Suggestions have been ——— president of the Tested 
tific approach to advertising is be- In an attempt to evaluate the ex-| other? Other pertinent questions | advanced repeatedly for a resump- Vechur April 15217. Sod ey hg 
ing rapidly expanded on all fronts! tensiveness of display purchases by | concern the ability of display to do] tion of this work especially in view | zZlemanship,” uses With the course. 
has been piling up in recent weeks 
and indications are that this trend 
will undoubtedly stand out as one} 
of the highlights of the 1940 adver- 
tising year. 
Apparently advertisers are evinc- 
ing an insatiable appetite for facts 
and practically all major media are 
bending their efforts in this direc- 
tion, thus supplementing the em- 
phasis of advertisers and agencies 
on copy testing and market re- 
search. The trend is a_ logical 
corollary to the microscopic exam- 
ination of all expenditures with a 
view to increasing advertising ef- 
fectiveness. 
Since the first of the year the 
continuing study of newspaper 
reading has recorded substantial 
progress. In the outdoor field a pro- 
gram has been launched to expand 
the scope of Traffic Audit Bureau 
to cover 90 per cent of all locations 
in the country. Today it became 
known that national consumer mag- 
azines and farm papers have in- 
augurated a new marketing serv- 
ice And _ behind-the-scene_ de- 
velopments are directing the adver- 
tising spotlight to point-of-purchase 
displays. 


New Magazine Service 


The National Publishers Associ- 
ation has established a separate or- 
ganization, Magazine Marketing 
5 Service, which will begin to func- 
tion late this month under the di- 
rection of Norwood Weaver, with 
headquarters at 383 Madison ave- 
nue. The service is designed ‘‘to 
serve advertisers, advertising agen- 
cies and publishers as a clearing 
house of factual data on marketing, 


. sales and advertising.”” The scope 
: of the activity will also include de- 
" velopment of data on magazines as 
. a medium 


5 Meanwhile discussions in which 

| advertisers as well as suppliers are 
participating seek to determine the 

af exact role that point of purchase 

display should play in the national 

advertising picture. <A _ significant 

step in this direction has been ad * 

taken by a group of mounters and 

finishers, said to represent about 85 | Ad V ertisers Hour 

per cent of that industry’s sales vol-| 

ume, under the name Point of Pur-| 

chase Advertising Institute, with 

headquarters in Chicago. 


a cue is Ga. wad The Evening Bulletin is im Philadelphia homes buying decisions made. It is ‘Advertisers’ Hour.” 
srowth of more than a year’s re-| during most of the family’s /etsure time. 
search and the formal setup came} re : : : 
into being following a nationwide | The Evening Bulletin is at hand when the house- Phe Evening Bulletin enjoys its important place 
wife enjoys her afternoon recess ... while the in most family circles in Philadelphia because it is a 
children wait for dinner ... when the head of the newspaper bought solely on the merit of its contents. 
household takes his ease. So, as evening comes on you On reading value alone The Evening Bulletin has 
find, naturally, that the subjects of family conversa led all Philadelphia newspapers in daily circulation 
tion come from The Evening Bulletin’s pages. . . for thirty-five consecutive years. The worth of The : 
news of the day... editorial comment and discussion Evening Bulletin’s policy has been proved again by 
. special articles... entertaining features. recent circulation figures which show a circulation 
And of equal importance, the family discussion of gain over last year for each of the past nine months 
manufacturers’ new products... of latest store Let your advertising agency tell you how The ‘ 
offerings ... of holiday trips and vacation plans .. . kvening Bulletin will give you thorough coverage 
of possible ways to add to the comfort, convenience within the profitable Philadelphia retail trading : 
and pleasure of living. area... Where it has 94.9% of its large circulation 
¢ It is a time when purchases are talked over and ... atone of the lowest costs per reader in America. 


ABs lity of Ao od om pe Cventing Oban Vey 


Copyright 1959. Bulletin ¢ pany, Philadelphia 
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Take a tip from 


TOILET GOODS AND DRUGS— 61% 


Because the Tribune is Chicago's leading women-appeal medium, 
Chicago drug stores and the drug and toilet goods departments 
of department stores awarded this newspaper 61°), of their 
Chicago newspaper advertising appropriations in 1939. 
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n how to sell Chicago women! 


Because the Tribune reaches Chicago’s largest audience 


of women every day of the week, 


Chicago department stores and specialty shops during 1939 


placed in the Tribune 52% of their newspaper appropriations to 


advertise women-appeal merchandise. 


Chicano Tribune 


kK. ery day of the week, the Chicago 


Tribune reaches Chicago’s largest con- 
stant audience of women. And as the 
record show s, women not only give the 
Tribune their regular interested atten 
tion but they depend primarily on the 
Tribune’s advertising columns as their 
daily buying guide. 

That Chicago merchants who sell to 
women recognize this fact is proved by 
the way they place their advertising. 
During 1939, Chicago department stores 
and specialty shops placed in the Tribune 
52°, of their newspaper appropriations 
to advertise women-appeal merchandise. 


They increased the Tribune’s lead over 


the second Chicago newspaper to 128 . 


THE WORLD'S GREATEST NEWSPAPER 


7 


SS ee ye a ree os 


*March average net paid total circulation — Daily, over 1,000,000; Sunday, over 1,200,000 


te” 


& 


It’s only natural that Chicago retail- 
ers, with tremendous day-by-day sales 
volume to maintain, should place their 
confidence in the Tribune. The Tribune 
is the only newspaper in Chicago that 
has the equiy alent of majority coverage 
of all metropolitan Chicago families. 
Kvery day of the week, Tribune circu- 
lation in Chicago and suburbs ts over 
*800,000. This ts from 335,000 to 500,000 
more city and suburban circulation than ts 


delivered by other Chicago newspapers. 

If you have a product to sell to the 
women of the second largest market in 
the United States, do as the Chicago 
..« put the Chicago Tribune 
at the lop 0 your list! 


retailers do 
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LOTS OF MOUNTAINS IN "HARPER'S BAZAAR" 


Voice of the Ravesthion 


This department is a reader’s forum. Letters are welcome. 


In Which Frisco Citizen JUNIOR PARTNER why certain of the prominent old- 
. timers have disappeared and what 
Teaches L. A. History became of them, i.e., Frank Pres- 

To the Editor: You will probably |brey, Frank Seaman, Charles Aus- 
receive an indignant letter from the ltin Bates, Nelson Chaesman & Co., 
Los Angeles Chamber of Commerce | ete. 
for your sweeping statement in the 
footnote to J. R. Fortune’s letter in 
the April 1 issue—‘“Back in 1836 
there was no Los Angeles, no Holly- 
wood, no nothing.” 

Correction: “Los Angeles was 
settled by the Spaniards as Puebla 
de Nuestra Senor, la Reina de los 
Angeles (City of Our Lady, Queen 
of the Angels) in 1781, and until 
1847 alternated with Monterey as 
the seat of government for the 
Mexican Province of California.” 

By 1836 California was a flourish- 
ing land, so rich in promise as to 
excite the greed of the Gringos, who 
seized it ten years later. 


WILLIAM N. BAYLEss, 
The Bayless- Kerr Company, 
Cleveland. 


Changes Traditional 
‘Newspaper Ad Makeup 


To the Editor: Advertising to the 
|top and right of the page! 

That’s our idea of what’s going CaWADIAN NATIONAL ”: 
to happen to weekly and daily news- Pa SRS Cipusac terre 
paper makeup before long, and sn 
we've made a start in the April 5 
Mirror and Journal with what 
might be called a reversal of the 


time-honored pyramid makeup : ; ; 
; 2 St tegh Of course ana é ation: "aZZ sc clk > 's about 
with the “base” of the pyramid— f course Canadian National | razzing us commercial fellows aboy 


2670 


Facing advertisements in the April Harper's Bazaar which seem built to face 
each other. 


; ; P .,| would rather have you use the train our stuff. I think it is time th 
hat is y st adv s . “ pag 4 wait 

Hollywood, of course, was not porn aan tae cae than drive, but the mountain is the | “Voice of the Advertiser” devoted son 
founded by the Mission Fathers. aaah onsen of penn ge and | ‘hing and most of us are satisfied to |a little space to the homely old ads ton 
Hazet C. McKINNOoN, one nh Pigs ae get there either way. ,of our small-town newspapers. bin 
The Recorded Printing & Pub- sscg rethee eA + Piel ge seu Cart W. Moesius, Jr., Personally, I think the housewife in 
lishing Company, San Francisco. . re ; " : a Secretary - Treasurer, Moebius | in question would make a darn good vet 
vvy Next week, we'll try it all above Printing Company, Milwaukee | copywriter ‘ the 
State Promotion Analysis the fold in our tabloid-size paper. 8 ee Xo ‘ i . V.AS sesh 
| Not standard to an old typog- Home Made Co °° = on T = a 
Used to Sell Idea \rapher, perhaps, but today’s adver-|""7, 0 4. Raitor: PY. = H: a i, Ce aes .o — a M mr 
To the Editor: We are very much |tiser requires more attention-value | o me Sar: oure always arper Company, Chicago. 1 
interested in a story that appears to his space. Here he’s got it, and) Novelt , @ ¥ P 
on Page 22 in the March 25 issue /with no sacrifice to the readability, 171 For saLm—HoUSEHOLD Goops To the “Rditor: For no othe the 
of ADVERTISING AGE concerning lof the news. I th 4 : other rea- n 
; 7.9 : . : : ought m s a » she reltv of send- ha 
state advertising and this opportu- We’re pioneering this radical ld 4 Page song ne < 4 jane att. “A 1 
nity is taken to request the right to \change among papers down our| WOU throw a fit when I oe See sgetbocennprssyte~ Dy os 
reproduce the story, the two maps way, anyhow. told him our bedroom set i : sone aati pOee meee ~ 
Sage 22 ; > tabulation of Epwarp A. ApLEr, Jr., ’ : — a ww ye 
ned P ge ind the tabu “ ig aa Advertising Man: ee The J a wouldn t fit in the bedroom “Sponsors Who Keep Their Com- out 

distribution of state advertising | Advertising Manager, The Jour ’ : ‘ 
funds on Page 23. We of course a | nal, Mystic, Conn. of our new house! mercials Shorter—Likely to Keep “9 
will give you full credit and the : ‘ ; ae ae one } ag A .~ ies 4 or J we're Their Listeners Longer.” lab 
° . a * a °o se ’ " > aoe + 
‘eS use we wish to make of this is re- CONFUCIUS Made for Each Other roomy | American Empire. set. we ew : Davip FPASTERNAK, = . 
- i production in our “house organ” : ' | To the Editor: In recent issues of ine apace we "hee om pe, bed. Penn Seen veers Si Eat = 

ae which goes to chambers of com- § NIOR | | Apvertistnc Ace there have been| rom. 1 know we'll never get another set 

re merce and city and state officials say: ag many examples of “make-up” that Rng my = has — bur I've got ‘ ’ 
at : Realmalwns aAinini ates ; "ne »% imes , j- | to sell 1, I su e. if int 
a in Mississippi and adjoining states.) @ . turned out to be it times uncompli in @ ves mamas) elena yo | s nt 
The right to reproduce this will] ¥ AIL i : mentary, one ad to the other. dresser, a pert dressing table and chair, D0! 
sn eae i daian 3 - Hg . + r , : > interecte and two of th t 1 np 
certainly be appreciated and will i AY we . | Thought you might be interested soarae ova at te —— twin beds si 
assist us at the present moment in| @ in publishing this double page] ‘oaay... 801 Central Ave., Wilmette 2002. CONGRATULATIONS i s > md 

building up a consciousness with . me |spread from Harper's Bazaar, April,| ©-5; 1 have a few occasional chairs FF cgy sles 
ullading up <% _ CONSCIOUSHes! qd ‘ : . as - ’ ’! that will have to go, too. Just WAIT til) mothers as an authoritative guide sec 
the present Mississippi legislature where two ads are “made for each] he finds out THOSE are gone! in selecting the best products for poi 


(which is now in session) in an ef- 
fort to secure an appropriation for 


oiled = poral > | thelr babies. 


the ensuing two years. Your early aa 
advice will be appreciated. pes 
G. W. Gopwin, mal 
Dixie Advertisers, Inc., Jack- Mennen provides the much-too-well- tra 
son, Miss. known Chinese philosopher with a very und 
— Sa pleasant addition to the family. mu: 
For Use in Georgia shit 
To the Editor: We would like| babies are oiled well with Mennen | of 1 
very much to borrow, if possible, | antiseptic oil. ploy 
the state maps used on Page 22 of | Sam S. BAKER, pen 
your issue of March 25, so we can! The H. M. Kiesewetter Adver- oo 
reproduce them in our State Jaycee tising oe. New York. and 
publication, The Georgia Builder. hon 
The Georgia Junior Chamber of Would Like Background pub 
Commerce has long contended that ar 
the State of Georgia should spend Data on Newer Agencies eos 
more in advertising. Therefore, the To the Editor: In your tissue of Thi: 
two maps would make interesting | Oct. 16, 1939, I ran across an item of t 
reading to our Jaycee readers. that gave me an idea. And ever ss 4 
If we can borrow the plates on | Since then I have been intending to iat 
the maps we will use them in our |“spill it” to you for you to act on whi 
April issue, which will go to soens | it you like it. fact 
on or around April 22, and return The item was entitled “Magazine T 
them to you. Under the plates we Story Relates Rise of Young ‘Bill’ com 
will be glad to carry the line, | Benton” and it gave a tabloid ac- mae 
“Courtesy of ADVERTISING AGE.” | count of the prominent Benton & 
The writer has long been a sub- | Bowles agency. — 
scriber to ADVERTISING AGE—and it The idea that came to me was 


is the only one closely read each this: IT am a veteran wr this field, 
week. All of the news of any im- |having been in advertising over 35 
portance is carried in the publica- | Y&@"s We old-timers are well ac- 
tion, to the writer’s humble way of |@uUainted with the history of such 
thinking jagencies as Ayer, Lord & Thomas, 

In the event we cannot borrow|J: Walter Thompson, Calkins &| 


4 the plates or the maps, can we se- | Holden, H. W. Kastor and the rest} ae _ 
‘a cure permission to have plates | °% those old organizations, but in| B 4 a4) sealisbee ‘ao die, 5 daw im ide 95 y 
% made here in Atlanta? | the last few decades a host of strong | — e homes in the market's metropolitan center, 
R.S. Kenpeicx, |and virile younger agencies have ; f more than 350,000, and that every Te : 
Executive Secretary, Georgia arisen whose genesis and develop- : . ‘ 
Junior Chamber of Commerce, ment are unknown to us. And yet is: ; a of these heneiee = oo — i 
i Atlanta. they are very large and very promi- te ‘read « ] 
v,vweg¢ nent. 
Junior Edition of Therefore, my idea is—why not I 
Much-Quoted Easterner run a few little tabloid accounts of | 
| the origin and history of such agen- 


- To the Editor: Most of us un-|cies as Benton & Bowles, Blackett- 
doubtedly have felt that the “Con-|Sample - Hummert, Inc., Arthur 
fucius Say” has been done and over-| Kudner, Young & Rubicam, Pedlar 
done from every angle. However, |& Ryan, Inc., William Esty Co., Inc., 
the attached represents a fresh slant|and any others you may think 

s “Confucius Junior Say” in an ad-| prominent enough? . = ‘es 
vertisement that will appear shortly I have an idea that such a brief = ee eed 


in national magazines for Mennen | biographical series would be of wide OWNERS So 
Bet No Sale 


IL 


antiseptic oil and Mennen antiseptic | interest—who these men are, where 


borated powder they came from, why their agencies 
The copy goes on to say, of course,! grew so rapidly, etc., etc a on 
“All's Well That's Oiled Well” when It might be interesting to know 
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Chains Doing | 
Good Job in | 
Public Relations 


New York, April 10.—That chain 
organizations are becoming increas- 
ingly public relations minded is in- 
dicated in the stockholder reports 
issued by Jewel Tea Company and 
w. T. Grant Company. Both pay 
particular attention to the consumer 
pr¢ blem. 

“Pleasing Mrs. Brown” is the 
title of the attractive Jewel year- 
book. Facts and figures about the 
business are presented in a highly 
attractive fashion and in layman’s 
language. The book is profusely 
illustrated and printed in color. 

Jewel employs the “typical cus- 
tomer” approach from start to fin- 
ish, As M. H. Karker points out 
in the president’s message, “Mrs. | 
Brown is the most important per-| 
son we know. She is our cus- 
tomer. Pleasing her is the com-| 
bined job of all the 3,625 persons| 
in Jewel. Our tasks may be varied | 
vet the final objective is always 
the same, and the way we do our! 
work determines how well we 
please Mrs. Brown and how long 
ve retain her patronage.” 

The book traces the 4l-year his- 
tory of the Jewel business, explains 
the route salesman method of mer- 

handising and the use of pre- 

iums, describes customer and em- 
ploye relations, introduces the offi- 

ers and directors of the company, 
outlines the activities of the home- 

akers’ institute and the chemistry 
tells of the 116 Jewel 
1 the Chicago area and pic- 
tures the complete line of products. 


laboratory, 


tores I 


Grant Outlines Problem 
More conventional but equally 
nteresting is the Grant annual re- 
port which contains the usual bal- 


ance sheets, charts and manage- 
ment report, but also includes a 
section giving the company view- 


point on consumer problems. 

It is pointed out that “the meas- 
irement of any modern company 
cannot be confined to its financial 
position alone. Your company 
makes almost 1,000,000 _ selling 
transactions each business day. To 
understand its progress a measure 
must also be taken of its relation- 
ship with its customers, its source 
if merchandise supply, and its em- 
ployes. On these relationships de- 
pend its future growth.” 

“This company was established, 
and has developed, on the basis of 
honesty and fair dealing with the 
public. It is the policy of the com- 
pany to cooperate with individual 
customers or organized groups. 
This cooperation has taken the form 
of truthful labeling and advertising, 
so that each customer may readily 
recognize the quality standard 
which has been used in the manu- 
facture of a product.” 

The statement then points out the 
company’s interest in consume! 
movements 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
Prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 


Delaware 3244 


Modern Teachings 
‘Slightly Red,’ 
Rose Charges 


Pittsburgh, April 9—Holding 
many modern educational trends to 
be “slightly reddish” in hue, Nor- 
man S. Rose, advertising manager, 
Christian Science Monitor, and pres- 
ident, Advertising Federation of 
America, today told a joint meeting 
of the Pittsburgh Advertising Club 
and Women’s Advertising Club of 
the AFA’s efforts to stem the tide. 

Mr. Rose expressed special alarm 
over the textbooks in use in many 
schools. 


“Many of them,” he said, “mini- 


|nary conflict between the producer 


| first to admit that improveme 
lbe made. 


ADVERTISING AGE 


mize the accomplishments of early| derive from business and its hand- | 
American heroes, while others give | maiden, advertising. 
the impression that American busi- Spots Daring Propaganda 
ness is in a sorry mess indeed. Still 
tl hegen st tl 7 ns aemnge ‘ Mr. Rose called attention to a case 
others constantly picture an imagi- 

may gers = ny where a prominent food manufac- | 
i th Busi , | turing concern and its advertising 
é >» cons T Ss -=SS 1S ) 
— Se Coe ees oS el (names withheld by Mr. 


; agency 
perfect and business leaders are the |Rose) unwittingly distributed a cook 


nts CAN! Hook containing bald Communistic 


e ‘ ge mee ve be ‘NS | propaganda. He quoted from it: 
made constantly. But the American|* «we jisten to the seductive voices 


| economic system has endured a long! of food advertisers as we would to 
time and it must be presumed that| , serpent, knowing that, for all the 
it is the best thus far devised. protection we get from government 
Mr. Rose said that the AFA and| control of advertising, we can be 
other kindred groups are meeting| misled to any extent as to the qual- 
attacks on advertising by counter-|ity and wholesomeness of those 
attacks—attempting to drive home|sweet sounding products 


to the inhabitants of this country the “The serpent stings a_ second 


| Wouldn’t 


story of the tremendous benefits they | time when we pay the price of each 


unctuous word and pretty picture. 
it be nice if we could 
spend our yearly contribution to 
sponsored radio programs and slick 
magazine pages for more food or 
any hobby out of which we get real 
refreshment?” 

The book implied that grocers and 
butchers in America cheated by 
shortweight and overcharging, and 
then include the following “plug” 
for Soviet Russia: 

“By way of contrast, when we 
lived in Moscow, grocery clerks, 
who had nothing to fear, would give 
us exact weight, cutting a last snip 
of bread to balance the scale pre- 
cisely to one kilo. With nothing to 
gain or lose in non-profit commerce, 
we got full value to a kopek.” 


THE GREAT STATIONS 
OF THE GREAT LAKES 
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THE FRIE 


Building keeps booming within the 
“Golden Horseshoe”... and construc- 
tion workers here will have fifty mil- 
lion dollars more to spend this year! 


Wielders of hammer and saw wield a 
mighty purchasing power within the 
“Golden Horseshoe’, that prosperous 
territory blanketed by WJR Detroit and 
WGAR Cleveland. 

Here, workers of the construction in- 
dustry alone earn nearly a _ million 
dollars every week. Here, building 
soared 38‘, in 1939, compared to the 
national increase of 20'.. 

More than 15’, 
wage earners live and labor inside this 
concentrated market. And activity of 
the past three months promises to put 
another layer on their healthy bankrolls. 

Nail down your share of their busi- 
ness. Drive your sales message straight 
and true. Build sales quickly and eco- 
nomically through the Great Stations 
of the Great Lakes. 


WIR 


THE GOODWILL STATION 


VO a 


Cleveland 


Basic Stations . . . Columbia Broadcasting System 
Edward Petry & Co., Inc., 
National Sales Representatives 


of al] the nation’s 


NDLY STATION 


es 


“het 


: ‘ ty _ sift! ns , wie : = ie is oS Z ~ ras as es ‘ i Se ee ee 2 as A 2s ie Eve M : at ce i . 
r be a bas SER (2 @- writ : dies 4 Piehves * ie cr Mees hy yey Baas by eRe mas norte 
P : iline ss ahr rs <P Ran at Set BS odin SN ann ey te ‘ at , oe : i Me 
s : abe J te t Pa + ~~ = oe giey 5, 5 @ MS $ f 
~ “ " * i “ 
e 
ee || ORs 
a, = 
shal 
ps ae . 
q J 
F 4 
r 
te i al 
a a oat 
, 4 
: it eed 
S: wae 
Sik ba 
ai . 
a 2 fee’ 
a 
“en 
H M4 rm 
et cagh sll 
“3 ss) ( 
ee 
ets 
ey ee. . 
P 
— ee ee PP : 
a ee ee te ee eg 
3 bg So RS eas i ne 
2 * RSET Te : rf ee oe ee Wa 
3 SSS : es 
es Bey See ak 33 Le sea ae 
Ss OSS OOS : =: 2 
BS SO RES , > ial iy 
2 2S ROS : ZZ 
Bs < 3S SSS : ag ail 
bs y3 EES Sed : 3 g ; 
Soa. § SN & a 3 . BY. aad 
SOs , a ; 
Ms COS Se Se RE RS S a “g 5 
nn . eee % ae Sy at Eo 
ais eit te Se Bie _" RR > BY ees ne 
. ae en aed Se oe Oe hax b ae + 
~ Pe ee ya a ie ok 
a SE Bas a = f. : aS Me ae as 
y ie cae a ba Se ae Se = ees 
oe Sew J : |S Pai 
a ey es Sn So. ee 
—. = oe vn = bo : “a So RS . 
x Bey : oo a ae 2k 4 
; = we” 2 a 2 
om x 2 2g SS TT x ar 
Bae ee 2 ee ey Rete SS 7 ~ 
Sa ee ae : ty me Se Deh Ds . 
SEES SSS ee. ' eS ae t. e 
Se =" Sai $ a eee i “3 ae 
Brecon Saale Sy se SEEN ole ail 7 
me ~ ene a ‘ a — 
Bonesoee nies se ana ———— EES ™ oe Se . SS . . 
ae i Se ry e 2 aes 
i a: = 3 = 
Bap 2. ool ee a 3 a 
Bh: "ho: gall aaa ™ ae, ae mi iS B- ‘ole 
ee me ae So Se Sa. % % > ae 
ee Nei je Perea net Stace. Nat — SOR ¥ 4 3 < . 
= nae 4 _ aS ES: a se Ses 2. 4 
£2: b's Ses uel SSO Se Sea Bs a 
bu 7 fe | Sse on eens Sar a. Sa Mey ; 
oe we Se f : Bias oe ae Be ; ‘ae 
a A. _— Fe ae. 
: Rice =: SERS Rs Sa ne: “ek 
i: cs SS BAe ee 
: F ; Se : : SR Sam 3 mi at 
i at =e a a iy 
fj wl Be , > Pg 
am . ‘ge ’ - 7 Soe ae a 
3 BS P q A f “_ aes a ee , 
J : 2 ? sae o oa sae 
“i A 3g Ss oy ae - 
5 sn i es Se as % yj 
oe a o- Res Ss vm 3 Oe f 
<r a “a : — 3% ¥ ae a sept 
ae fF J a. tn eee 
LS: og ° Pe: ea . ie : ge jar See 
oe . —29 a —- q SE , aes 
Sao i Lif SS - 5 ae a iheag or. Pes 
ail. . Rs ™ ee ire ce oe: 
Sea < si . bs 5 Zz J noes 
: ‘4 = # %, cee iis 
ey “4 ene a ie ae ———— 
Ca aap? 2 CSR a eS 
es Be WY ee a Sy aed 7 
eg a , Bereta | Ce . StS EC or eS: 2 See bt es ke 
ae ; j Ba a 7 ; es Rae ae: eee Bais co ee 
ae F cae 4 Ue) So ae ae > , 
cd eat : * Ler P 5 Re AE does 
3 Se ae 3 x es ; RRA eo aa i, 
=e ‘ Bes aed ee ba oil § be i SSSR ce : —— 
Sie ae — Se 2% $34 ae ee ag 13 
eo ae, ; ie Be Sn a ee 
* So pope ad ee 3 as De. etieas  eeaena a: 
ee RR a sittin. le . B 9 oO SRSPES EMM oS i Py 
re i j Oe a rh ew 
fee OS a P ae ee = — 
Se, ae ee ae Me as 
fa Sa . Bc cos a Se me a er 
ice, = * a 9 CASES eel . ee . ee, aa eta a 2 
| Ewcal ene Sa i oes Be So ccoemes a 
Te eee aaa 538 ‘ 3 Os ere oa . d 
>. a aa ay ae ES ee - 4 
0 — a “i 
a ee sd ee , ES: : a ae Fi 
a! eS a - <> ae ae Sa. x 
a ae si ies SSS a =i 
te ‘ : Bale a a 4 oNaSey a . a Peete - Se Pie 
Be, : ae ae * age ‘al 
a. . ; P9588 am ee ae % - 4 ae ie Pe ae 
Re, s o covey * : ae $ te & & pice ne 
. ° ; ; ; se aa * 
Sa . . % rence ee 7 $ os ; ai } F 
& seas se a . ee a a : se See >. 
Semen i q SES Re o< $ ee ae os 4 oe 
SR Bi. SS ee PS See % 3 - aes bs 
Ree. a. > SRR > eR. 4 Bi 2 oe To ae : 
‘ ™ a en ee Be Bs: g& eae feo ..¢ a 
oy Gi — i ae Bae ee: Be Sy Re 
; ee a Was o Es 2 < oas Ae 
: . Bie ¥ tee * $3 gf i Sages 5 he 
en Ca — ere ae : : 
Ree ise 2 eo 3 3 ¥ aie =) pa 
: Bis ea Sy. oe : ; es Se ans oat 
; : eee ; ¢ —— >) $ % % . 
. Sse a 4 i 2B ee Be £3 t % 
_. ae 3 : 7 2 oe 
ee aga 3 . er ae 4 ee or... . 
ee Se aa a oe ty % ee ae : : “ me 
Rt Mee ee Sie ae ar bribe , 
ae ES le ee aa Fg ats Shad , 3% ; 
z : ale at a 3 es “s : , / 
a .. a a P 4 ee : GBA : 
eS | Se eae Ree i 
a * J aes ai $ 7 ee anny ea en ms 
ae = - Win ; Sa 3 SRR ig eo 
ue i a ‘ | eiisie sei . 
as ‘ “a ly % 23 Ne arene aS 
J “~ r og - " ¢% I a ae 
sé ae “a " ee pee 
eas Ah _ i j $% Sk ee ee ee 
a4 / ee ; . 
5 WP aa b, ! 
ee Af Pe al ‘ wWGar ¥Z 
¥ J — a ’ 
“9 > ae = “=e 
Bee ca . | o 
= : f ye Lj _ o — 
es i ; 
— ; | a . 
ae : = & 
ae 4 : = ee A EE 
Ee EE > > > —— Kee 4 4 
B [2 Pe - . = Be 4 Be: 
Ed ae ge ~ ae se 
2S sere ¥ SS me ee 
ie ee - = S= _ ee j 
Fe eee . S A EEBEE e 
BES sa — is wee bs 
Po sat : me hy Se Ge ae o 
Be se ee ae is See be a g 
eee namie y 4 
¥ Sie ce aa OS i a f- ns 
SES iy | P 
Ma ha 2 
a rg i 4 ’ 
Be i ne 3 f gt 
: AZs : . os : : a: be an * .- az x ib 
¥ ; pe Dees oes * Siac aa ata eal i 
be a aaa - APPLET ; —— —— = = S 
hy ae 
Te 
4 an 
ad “ 2 4 . 
P . : P . -T s “ . ’ ‘ “7 3 -, 3 - a Sic 
“aie Puget ae : pe 9 ’ . ‘ ‘ ee eee a ow yas a ed i ws: . * ¢ . 4 &- se Bes % = a = ef, “hii . - 
ae we ORES. a ge Na Sie hae es MS a ge e eT eS MP Ie: cia ere a Sete eS Oo) Pcie. ; Aes : hea, me. ie Vet, Saftey a 
il 4 ~ (en se Tie % * 4 . ¢ ef a ae he we ou r be re ? A MS FS: Se - Aa a Bs aie ¥ 7. _ nos | a OE oe 


eee 


% 
8 


26 


dn 
By 


ADVERTISING AGE 


tae 


Ken-L-Ration, Film 
Linked in Co-op 
Sales Campaign 


Chicago, April 10.—Ken-L-Ration, 
a la cinema, Paramount style, will 
be the piece de resistance of a co- 
operative promotion program to be | 
launched this week by Chappel 
Bros., Rockford, Ill., maker of Ken- 
L-Ration dog food, and Paramount | 
Pictures, Inc. The merchandising 
campaign is linked with the Para- | 
mount film release, “The Biscuit | 
Eater,” which stars a dog named 
“Promise,” with Billy Lee in the 
juvenile lead. 

Albany, Ga., the place where the | 
film was produced, will see the| 
world premiere of the film tomor- | 
row and a to-do is contemplated in | 
the southern city typical of the sort | 
of film launchings which suffer the 
blessings of Hollywood. 

The first step in the program 
calls for limousines to deliver six 
pairs of dogs in full dress suits at 
the theater, where a flock of mon- 
grels, in the role of autograph hunt- 
ers, will be turned loose on them. 
Later there will be a luncheon for 
the press with sundry canines as 
guests of honor. 


Trainer Tells How 


National magazine advertising, 
sponsored by Chappel Bros., will 
feature Billy Lee and “Promise” 


with the advantages of Ken-L-Ra- 
tion as a dog food skillfully linked 
with the achievements of the dog 
star. The dog’s trainer, Earl John- 
son, also comes into the picture with 
his personal testimonial of the 
advantages of Ken-L-Ration as a 
way of keeping dogs healthy, happy 
and intelligent. 

First copy will appear in the May 
issues of House Beautiful and Wo- 
man’s Day. Space also will be taken 
in the June issues of Collier’s, Good 
Housekeeping, Life, Parents’ Maga- 
zine, Woman’s Day and others. 

A two-color, 11 by 17 inch win- 
dow display poster, tying up the 
picture promotion with Ken-L- 
Ration, will be distributed by thea- 
ters to store merchants and exhibi- 
tors for cooperative tie-ups. The 
poster will carry pictures of Billy 
Lee, “Promise” and full credit for 
“The Biscuit Eater” and will appear 
in each city in time to herald the 
appearance of the film. 

Dealers throughout the country 
have been apprised by direct mail 
of the cooperative features of the 
campaign. They also have been 
urged to contact local theater own- 
ers to develop to the utmost the 
possibilities of merchandising Ken- 
L-Ration while the film is being 
shown in the city. 

Ruthrauff & Ryan, Inc., Chicago, 
is the agency. 


Issues “Popular Pets” 
Ziff-Davis Publishing Company, 
Chicago, placed the first issue of its 
new monthly magazine, Popular 
Pets, on the newsstands April 10. 


(Advertisement) 


Leading Audience Network 
Also Program Leader 


One of the reasons the NBC Red 
Network has radio’s biggest listen- 
ing audience is the Red’s wealth of 
fine programs. In annual polls the 
Red has always captured most pro- 
gram and regular ratings 
substantiate these polls. 


honors 


Right now, according to latest sta- 
tistics, eight out of the first ten 
most popular programs are Red 
Network shows. This covers pro- 
grams in every classification. In 
the realm of half hour shows the 
first six favorites are on the Red. 


That advertisers appreciate the 
audience value of the Red’s out- 
standing program leadership is in- 
dicated by this fact: last year they 
invested more money in Red Net- 
work time than in any other single 
advertising medium in the world 
almost $35,000,000! 


Sale of Distillery 
by McKesson Upheld 


Federal Judge Alfred C. Coxe has 
refused to cancel his order permit- 
ting the trustee of McKesson & Rob- 
bins, Inc., to sell a_ subsidiary, 
Hunter Baltimore Rye Distillery, 
Inc., to Browne Vintners Company 
for $2,000,000. 

A group of McKesson common 
stockholders had petitioned the court 
to reconsider, claiming that Schenley 


Distillers Corporation was prepared | 


to pay $2,250,000 for the property. 
Using Business Papers 
Business papers are being used 
by Axelson Mfg. Company, Los An- 
geles, in an expanded advertising 


program featuring heavy duty 
lathes and oil field products. Mc- 
Carty Company, Los Angeles, is the 


| agency. 


Joins Brown & Thomas 
Robert P. Forshew, formerly with 
Batten, Barton, Durstine & Osborn, 
New York, has joined the copy de- 
partment of Brown & Thomas Ad- 
vertising Corporation, New York. 


Gannett Stock 
Is Transferred 


to Foundation 


Rochester, N. Y., April 10.—An- 
other step toward perpetuating the! 
management of the Gannett News- 
papers on a “sound and profitable | 
| basis” was announced last week. 
| Under the program voting con-| 
‘trol of the Gannett group of 19 
newspapers is to be vested in the 
Frank E. Gannett Newspaper Foun- 
dation Inc., set up by Mr. Gannett 
in 1935, its resources devoted ex- 


April 15, 1949 


shares of 


$7 preferred stock. 


This 
eventually 


real 
ness upon a 
basis, as well 


A special 
stockholders |} 


transfer. 


‘clusively to public, charitable and | Crawford J 


general philanthropic purposes 


Company, Inc. 


The present 75,000 outstanding 


: s : T. C. Crawford, formerly with the 
through ultimate ownership of all) Fensholt Company, has joined the 
iClass A voting stock of the Gannett} copy staff of Jim Duffy, Inc., Chi- 


cago agency. 


new preferred is 
for 


sale to 


as a 
been called 


1as 


oins Duffy 


‘shares of $6 convertible preferred|To Theis & Simpson 


stock is to be undisturbed as to all 
| preferential rights and assets by the 


The Times, Fort Lauderdale, Fla., 


has appointed 


Theis 


designed | 
individuals | 
directing the operations of the Gan- 
nett Newspapers so that after Mr. 
Gannett’s death they will “have a 
incentive to conduct the busi- 
sound and profitable 
right to share 
in the profits of the business.” 
meeting of Class 
for 
—s 18 in Rochester to arrange for 
the 


a 


Class A stock for 15,000 Aeronca to Key 
shares of a new non-participating 


Aeronautical Corporation of 
America, maker of Aeronca 4i-. 
|planes, which plans to move soo, 
to its new plant at Middletown, 9 
has appointed Key Adverticing 


Company, Cincinnati, to handle jt 


account. National advertising, bys;. 
ness papers and direct mail wi)! be 
used. 
Adds Hotel Magazine 

A Robert L. Johnson Magazines 
Inc., New York, will publish . 
monthly magazine entitled Th, 


Ritz-Carlton for the patrons of th, 
Ritz-Carlton hotel, New York. be- 
ginning in May. The new publica. 
' tion brings to nine the total numbe 
of magazines in the Johnson Upp» 
Income Group. 


Hewins Succeeds Kennedy 


E. Homer Hewins, a member o/ 
the advertising sales staff of th, 
Daily Tribune, Hastings, Neb 
been named advertising manage; 


& Simpson/|suceeding Robert F. Kennedy, wi, 


proposal. But under it Mr. Gannett | Company, New York, as advertising |has become associated with the Dai! 


will exchange 30,000 of his 50,000) 


representative. 


Telegram, Columbus, Neb. 
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of Catalog 
to Cut Postage 


Milwaukee, April 12.—A_ postal 
quirk with which some advertisers 
may not be familiar was turned to 
advantage by Nunn-Bush Shoe 
Company to reduce the postage re- 
quired for a new promotion piece. 
Original plans called for 16-page 

rtfolio to carry to dealers news 
of a “67 per cent increase in 1940 
Nunn-Bush national advertising.” 
When the job was well under way, 
someone bethought himself of an 

pbscure paragraph in the postal 
regulations reading as follows: 

“The rate of postage on third- 
class matter is 1% cents for each 2 
fraction thereof, up to 
and including 8 ounces, except that 
the rate on books (including cata- 
logs) having 24 pages or more, 
seeds, cuttings, bulbs, roots, scions, 
and plants, not exceeding 8 ounces 


ounces or 


—_—_—_— 


ounces or fraction thereof, on each 


lower postage, Nunn-Bush decided 
to add eight pages to the portfolio. 
To keep the 24 pages within the 8- 
ounce limit specified, the company 


used a transparent paper, each page 
| being printed in red with the iden- 
| tical message, “67 per cent increase 
in 1940 Nunn-Bush national adver- 
tising.”’ While this device added to 
| both paper and printing cost, it cut 
j}enough from the postage bill to 
|achieve a net saving, besides adding 
‘considerably to the effectiveness of 
the piece. 

The postoffice said that the ap- 
parent discrimination in favor of 
|books of 24 pages was put in the 
| postal regulations at the request of 
|large advertisers, particularly those 
|in the mail order field. The post- 
| office felt that it is fitting that large 


individually addressed piece or 
package.” 
New Weight Introduced 
In order to avail itself of the’ 


juse it as economically as possible. 


| The portfolio was produced by 


| Wetzel Brothers, specialists in di-| 


rect advertising, printing and litho- 
graphy. 


Pioneer Sponsor 
Returns to Air 
After 20 Years 


New York, April 10.—One of ra- 
dio’s first sponsors, Royal Eastern 
Electrical Supply Company, has re- 
turned to the air after an absence of 
almost 20 years. Back in 1920, the 
company paid Station WEAF, New 
York, less than $250 for both an 
hour’s time and talent to promote 
tube radio sets. 

According to Stanford D. Good- 
man, sales manager of the electrical 
firm, the station had no commercial 
rate schedule at that time and the 
amount paid was decided upon 
through an agreement between 


sponsor and station. 
gram was Called the 
dyne Trio.” 


The 1920 pro- 


“pale Neu... Announce Program 
Royal Eastern’s 1940 radio fare for Midwest NIAA 
consists of three morning quarter Regional Parley 


hours weekly over Station WMCA, 
New York. Stewart-Warner radios Chicago, April 9.—Harry Neal 
Baum, president of the Chicago 


and refrigerators, for which the 
company is the distributor, are be-| chapter of National Industrial Ad- 
ing promoted. “Smiling” Jerry vertisers Association, and advertis- 
Baker and his Novachord supply the jng manager of Fairbanks, Morse & 

Co., will open the morning session 


entertainment 
of the Midwest regional conference 


i 3 ¥ md * 2 a “=z 3 ‘ swe é ir” 
a : % ‘ bt I sf rhe . Cg “ye e 
April 15, 1940 ADVERTISING AGE 27 

gh mod : in weight, is 1 cent for each 2)users of its services be enabled to 
Increases Size 


Pickett to Cleveland of the NIAA to be held at Hotel 
H. N. Pickett, for the past four Sherman, Chicago, April 19. Chap- 
and one-half years vice-president |ters at Indianapolis, St. Louis and 


and Western manager of Purchasing 
and for a number of years pre- 
viously with the Penton Publishing 
Company, has been appointed Cleve- 
land representative of Petroleum 
Marketer. 


Milwaukee 
the meeting. 
Other speakers on the morning 
program include Charles Mc- 
Donough, NIAA president and ad- 
vertising manager, Combustion En- 
gineering Company, New York; Dr 


will be 


represented at 


To Columbia Recording 


CB Wikoff. formerly with Pric Lyndon O. Brown, director, mar- 
Waterhouse & , Co., New York, hi ; | keting research department, Lord 
been appointed treasurer of the Co- & Thomas, and ( harles W. olan, 
lumbia Recording Corporation, advertising manager, ( arter Car- 
Bridgeport, Conn. buretor Company, St. Louis. 


\¢ hy do things get so darn complicated? Take advertising on the radio networks, manager, Sk 


for instance. You set out to choose the network which will reach the largest pos- 5 


sible audience. And where does that get you? 


If you happen to ask someone who knows all about how radio works, technically, 


the chances are he'll bury you waist deep in talk of frequencies, kilowatts, Heaviside 


layers and sky waves. Talk to an expert on coverage and audience measurement, 


and he’ll speak the language of field strength, mail analysis, coincidental and recall 


ratings, audimeters and the like. 


John H. Van Deventer, 
and editor, Iron Age, New York, 
will talk at a noon luncheon at 
Murphy, advertising 


president 


j}manager, Sloan Valve Company, 
Chicago, and NIAA vice - presi- 


dent, will preside 

afternoon clinics, their sub- 
jects and their leaders follow: “The 
Use of Sectional Publications,” led 
by Spencer W. Curtiss, Spencer W. 
Curtiss, Inc., Indianapolis: “How to 
Use Performance Data in Adver- 
tisements and Make It Click,” led 
by Frederic I. Lackens, Hays Cor- 
poration, Michigan City, Ind.; “How 
Your Advertising Can Help Your 
Sales Force,’ led by Rudolf W 
Staud, Benjamin Electric Mfg. 
Company, Des Plaines, IL; “What 
Kind of Returns Should We Ex- 
pect from Trade Paper Advertise- 


ments,” led by Carl B. Dietrich, 
Wagner Electric Corporation, St. 
Louis; “Would a Company Maga- 


zine Strengthen Your Advertising 
and Sales Promotion Program?” 
led by John R. Armstrong, Russe}! 
T. Gray, Inc., Chicago; “The Pro- 
duction of Effective Direct Mail,” 


Yet, in spite of all this, there’s a common ground on which we can all meet, to Our | !e¢ by James State, the Delta Mig 


own good profit. In a word, it’s "getting-the-most-out-of-your-advertising-budget." And 
the way to do that, in radio, is to find out which network most people listen to most. 
Funnily enough, there’s no trick to it—it’s not done with mirrors. It’s reflected 
instead, in a simple combination of the best stations and the best programs. Regard- 
less of the wizardry that made radio possible, and the almost incredible results it 


has achieved as an advertising medium, you don’t need any magician’s abracadabra 


to discover which network most people listen to most. 


Advertisers agree the Red is America’s first network buy... it’s first in stations 


... it’s first in programs . .. it’s first in audience . . . and it’s first with advertisers— 


who invested more in the Red Network than in any other single medium in 1939! 


NBC Red NETWORK 


The network most people listen to most 


Full details, on how and why the NBC Red is America’s First Network Buy, are ¢ ontained 
in the Peter Arno illustrated book “It's Not Done With Mirrors,” just in the mails. If you 


didn't receive your copy, drop us a line right away and we'll send you one in a jiffy. 
NATIONAL BROADCASTING | 


OMPANY « 


A RADIO CORPORATION OF AMERICA SERVICE 


Company, Milwaukee 


Brown and Williamson 
Sponsor Long Show 


A. radio show, two hours and 45 
minutes long, is being sponsored 
every Saturday from 9:15 p. m. to 
midnight by Brown and Williamson 
Tobacco Company over the Don Lee 
network, Los Angeles. It originates 
at KHJ, Los Angeles, and goes to 
28 Pacific Coast stations in the Don 
Lee network. 

Entitled “Wings 
Party,” the 
quizzes, 


Saturday 
program 


Night 
consists of 
jingle contests, birthday 
salutes, comedy, music and _ staff 
chatter. It is handled by the Seeds 
Advertising Company 


Turner Heads Advertising 


Harvey Turner, Hattiesburg, Miss., 
has been appointed director of the 
Mississippi Advertising Commission 
|It is reported that Gov. Paul B. 
Johnson will sponsor legislation ap- 
propriating $60,000 for 
|newspaper advertisng 


national 


(Advertisement ) 


Cities Service 
A “Fifteener” 


The Cities Service Company, it was 
announced recently, has renewed 
its radio program on the NBC Red 
Network for the fifteenth consecu- 
tive year 


Ever 


since the beginning of 1926, 
Cities Service has been a Red Net- 
work sponsor cutstanding proof 


that this network does a splendid 


job in promoting the sale of Citie 


Service Oils and Gasolenes 

From NBC Red Network head- 
quarters at Radio City comes word 
that many other advertisers have 


followed the example set by Citie 


Service a total of 43 having 
now been on the Red more than 
ve years! It pays to buy Red 


Network time! 
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4 agency completely staffed with old REMONI MARK P NTATI F WI W : 

Space, Personnel **°" CEREMONIES RESENTATION OF WILLIAMS AWARD 

“The problem of getting space in . 

Knotty Problems | the newspapers makes us go through : Bp 

. some difficult periods. It is getting , 

of London Agencies practically impossible to get your bade 

New York, April 11.—The prob-|ads printed on the scheduled dates : 

lem of personnel, intricate as it is|and options of days are becoming its 

in English advertising agencies, is|the rule. The situation has been ee 

less baffling than that of getting ad-| bad enough, but now that the gov- o” 

vertisements printed in newspapers|ernment is advertising heavily fo: “s 


on the specified day. 

That was the comment made by 
Leonard M. Masius, vice-president 
of Lord & Thomas in charge of Eu- 
ropean operations, in reporting to | 
the home office the resignation of 
J. W. Hackett as a director of Lord 
& Thomas, Ltd., London, to take a 
wartime post with the British gov- 
ernment. Mr. Masius gave this 
picture of advertising in embattled 
England: 


Government Buys Space 


“The problem of personnel these | 
days is a troublesome one. It seems | 
to grow worse as various men are 
being called to military service. Un- 
fortunately, it hits these age groups 


the War Loan, Ministry of Food, etc., 
the problem gets tighter. Thei 
sertions fairly large and they 
come in on short notice, forcing a 
lot of regular advertising to be left 
out. And the regular demand for 


are 


| space is so great that it is impossible 


to get make-goods.”’ 


Fawcett, Jr., Elected 
Wilford H. Fawcett, Jr., has been 


,elected president of Fawcett Publi- 
; cations, Inc., New York. 
|eldest son of Captain W. H. Fawcett, 


He 


founder of the company and pres- 
ident until his death in February 
this year, and has been associated 
with the company since 1930. 


Hold Art Exhibition 


which form the background of , 
agency staffs. It is the very devil An exhibition of contemporary 
now to find people who come up to|#™Merican art sponsored by Cran- 


our standards but who are not sub- 


ro ; -,,| tors of Life will be held at the 
ject to military service. But we will Cranbrook Academy, Bloomfield Deborah Sumner, Rhode Island State College Senior, won annua! $25 Elizabeth Williams memorial award offered by Wo. 
get by somehow—even if I have to! Hills, Mich., May 18-June 2. Sixty men's Advertising Club of Providence. L. to R., Norman S. Rose, Christian Science Monitor, president, Advertising Federa- 


end up by running an advertising 


brook Academy of Art and the edi- 


paintings will be on view. 


In- | 


is the |} 


tion of America; Miss Sumner; Helen M. E. McCarthy, club president, and Mrs. Edna Kierstead, program chairman. 


er < 
i 


Millard Smith Named 


Millard Smith has been appointed 
Eastern manager of Meyer Booth 
Company, succeeding Laurence A. 


Organizes Copley Agency 

Arthur F. Brown has organized 
the Copley Advertising Agency, 623 
Park Square bldg., Boston, with 


Whitehead, who resigned to launch 
u new business for the development 
of advertising and merchandising 
features for newspapers and retail 
stores. Mr. Smith has been with 
the company since 1938. 


himself as president and copy chief 
Others on the agency staff are Don- 
ald W. Vose, treasurer and director 
of research; Louis Glassman, art di- 
rector, and Drucile Bevins, f: on 
and radio copywriter. 


Goding Changes Jobs 
Arthur N. Goding has resigned 
advertising manager of Spirits to 


AN 


TWA Names Donoghue 
Mort J. Donoghue, who has been 
public relations counsel for the 
Western division of Braun & Co. for| take the same position with Ameri- 
the past three years, has been ap-|can Wine & Liquor Journal and 
pointed director of public relations|Wine & Liquor Retailer, both pub- 


NY 


p= | for Transcontinental and Western| lished by Liquor Publications, Inc., 
aii 3 Air, Ine. New York. 
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. ° . . we ' d 
A Center of Printing Activity RED RIV on 
Complete facilities for the produc- — : 
tion ot Printing—from the prepara- © Ci Gey glee atest } & BRE AK G era 
tion of copy to the mailing or ship- produced in our plant is - 
ping of the completed job ate carefully supervised. Be it L | — 
a Catalog, Publication, Book- e 
housed in this modern, fire-proof ed. Gienditlin ex elhes Tete | 
building. Orders of any size can || sfdreing erate, tom | fname tna sare seme ac oe oe 
ine hhaadllect offictentt d + > the very first step to the last, pow-he aaa account for 43.6' of all drug pre in North Dakota, 
€ nanaied ericientiy ana promptiy. each is handled by men with South Dakota, and Minnesota (minus counties containing St. Pau! 
Located within easy walking dis- years of experience in the asennad 
; ‘oe , highest standard of quality. WDAY is the only chain station that covers this rich Valley terri 
"" tance of Chicago's Loop district, it tory. Need we add that OUR buying suggestions are heeded? L¢t 
o We welcome an opportunity sae eet —— 
a is most convenient for buyers to to cooperate with you on a 
¥ drop in at our office and discuss or et i ee ep. W DAY. INC 
‘ their printing plans with us. —, (e) 9 : 
. N. B.C. 
FREE and 
Sa NATIONAL 5000 WATTS DAT 
Polk & La Salle Streets CHICAGO REPRESENTATIVES N. D. 1000 WATTS NIGHT 
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* hope.) Type is clear, large, easy to | electricity,’ he asserted, “so the as quickly as they want it—not as | mann ascribes to an  “off-base 
read. Contents brief, clipped, | stodgy style of today’s copy will be slowly as advertisers make them | the ory” about advertising. 
|stripped of non-essentials. This is | superseded by this new idiom.” get it.” 


|no advertising trick, but logical ex- 
pression of our times.” 


Embroidery Is Banished 


All advertisements in the new 
technique employ brief, concise 
phrases, reminiscent of the style of 
telegrams. Copy discards unneces- 
sary verbs and uses ditto marks 
for repetition. One example reads: 
“Details simple. You settle amount 
credit wanted with our dept. of 
accounts.” 

While he hesitates to make rash 
predictions, Mr. Hirschmann be- 
lieves that this technique represents 
the first glow in the dawn of a new 
day for advertising copy. 

“Just as gas light folded up before 


Mr. Hirschmann explained his 
new brain child as the culmination 
of a theory of advertising expressed 
before in the use of the single let- 
ter “B” in copy instead of the entire 
name of the store. “Blooming- 
| dale’s,” he said, “is too long a word.” 
He said he had observed a “rest- 
lessness and impatience” with the 
Visibility of copy and the antedated 
tempo of the advertisements. 

“My idea,’ he observed, “is to 
give to copy the high visibility it 
must have if it is to accomplish the 
essential purpose of advertising— 
which is to sell. It is the law of 
optics. Just as the airplane satis- 
fies our desire to travel in haste, 
customers should get information 


| Brown Joins J-w- T 


Training Copy Staff 
yveorge B. 


In order to condition themselves | |; i% a o_o ey a 
. isis rotessor a rake * 
psychologically for the new tech-| ae _ 

. ee | versity, Des Moines, lIa., has joined 
— the store's pitas writers write |the research department of J. Walter 
“e a inte a ey pie ieee Company, | New York. 

a special typewriter. 1 their own mint 

jargon, they describe the two types, wis Expan ds 

one larger than the other, as “giant” Le 6 Tokar 

and “colossal.” F Lewis & oa has moved to 
Reaction from customers has been | fon ge at ONT oe pom § 

gratifying, according to Mr. Hirsch- | yp ~wark, N 2 ' waee |; A 

mann. Many are taking the trouble | 


to sit down and write letters say- | am ins 
ing how much they like the adver- Lath Joi B&B 


tisements. _ Jack Latham has resigned from 

Unfavorable criticism from other | Kenyon & Eckhardt, New York, to 
meray . |become business manager of the 
sources, to the effect that the new | radio department of Benton & 
type is not “beautiful,” Mr. Hirsch- | Bowles, New York. 


FINE ALL PURPOSE 
LACES. WIDTHS FROM 
24 TO6 INCHES. ALL 
OVER, SPACED FLO- 
RAL PATTERNS. ECRU 
WHITE, CREAM ANO 
BEIGE. MAKE GRAND 
UNDIES, NEGLIGEES, 
BEDSPREADS. TRENO'S 
‘FEMININE NOW, TOO! 


os erm okAP 


Copy in Bloomingdale's advertising now 
s short and is presented in telegraphic 
type. 


Brevity Key to 
New Technique of 
New York Store 


Copy Is Written on Tele- 
graph Blanks in Big 
Experiment 
New York, April 10.—Too much 
ivertising copy still clings to an 
utmoded style of expression that 
ags behind the fast-moving tempo 
f modern life, according to I. A 
Hirschm: ann, vice - president in 
charge of advertising for Blooming- | 
lale Bros., Ine. In an effort to 
bridge the gap between advertis- 
ng and the present mode of living. 
e has introduced a new telegraphic 
opywriting technique for the de- 
rtment store’s advertisements. 
Headlined “Keyed to Our Times” 
nd illustrated by a telegraph op- | 
crator’s hand at work on a tele- 
graph key, the store took the public | 
nto its confidence with the first 
advertisement in the new style on 
March 7. Copy, printed in the Gothic | 
aps used on telegrams, said: “We 
ntroduce today highly visible, tele- 
graphic style of advertising copy. | 
You are now reading sample. (We 


ve 


| 
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COLLINS 
MILLER & 
HUTCHINGS 
INC. | 


"WHAT'S THE 
| DRUG PICTURE 
IN PORTLAND?” 


THE JOURNAL... 10,39 397, 125 Lines 


PHOTO-ENGRAVERS | 
IN CHICAGO 


The Oregonian .. 9,718,922 Lines 


SAN 


@ irs powerful medicine 


These 


PORTLAND « 


REYNOLDS-FITZGERALD, INC., WATIONAL REPRESENTATIVES 
WEW YORK e CHICAGO 


fom IT'S ALL JOURNAL 
—RETAIL DRUG LINAGE 
TELLS YOU THAT" 


-.— 


The Journal 


for Portland drug retailers. 


For many years it has been a tonic for ailing cash registers. 


As you may well picture, there’s not an ounce of sentiment in the 
space-buying of these men. They are buying for hard cash results. That 
they so decidedly favor The Journal (see Media Records figures on the 


left) is convincing proof that The Journal is doing a real job for them. 


drug retailers are selling your product. If Journal space is their 


best medicine it seems only natural that It should be yours, too. 


IIL JOURNAL 


Portland’s Afternoon Newspaper 


PHILADELPHIA + DETROIT 


FRANCISCO + LOS ANGELES + *SEATTLE 
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Brookings Finds 
Dollar Buys More 
Than in 1920's 


Pittsburgh, April 11.—Increased 
efficiency by American industry 
since the early 1920’s has yielded 
greater benefits to the public than 
to either labor or capital, according 
to a study released here today by 
the Brookings Institution, Washing- 
ton, D. C. The survey, made by 
Dr. Spurgeon Bell under a grant of 
$47,000 by the Falk Foundation of 
Pittsburgh, is the sixth of a series 
financed by the same organization 
since 1932. 

Entitled, “Productivity, Wages and 
National Income,” the study shows 
that the return on invested capital 
has actually declined during the pe- 
riod indicated. While labor now re- 
ceives higher hourly wages than 
formerly, the combined effect of 
shortened hours and unemployment 
has prevented aggregate wages from 
increasing. Any gains garnered by 
labor during the past 18 years, 
therefore, are represented by lower 


At the end of the two decades, | 
1920-1940, Dr. Bell said, consumers 
of iron and steel were obtaining 30! 
per cent more product for the same | 
money than at the beginning. bed 
public was getting 23 per cent more 
automobile for the same money, and 


the quality was definitely higher. | 


Buyers of paper received 40 per cent | 


more for the same price and in cot- | 
ton textiles the gain was about 50 | 
per cent. 

Returns on capital investment de- 
clined 7.7 per cent, and the report | 
asserted that but for higher inaue-| 
trial efficiency, the reduction might 
have been larger. Dr. Bell based | 
his conclusions on statistics in the 
mining, manufacturing, railroad and 
electric light and power field. How- | 
ever, he included a number of other | 
industries under sub-classifications. | 


Powers Appointed 


Joshua B. Powers, New York, has 
been appointed advertising repre- 
sentative of all Scripps-Howard 
newspapers, except the New York 
World-Telegram, in all countries 
except Canada, Bermuda and the 
British West Indies. 

———— } 
| 


Harrisburg Agency Moves. 


Offices of Associated Advertisers, 


Getting Personal 


E. J. Finneran, director of sales and advertising, National Dairy 
Products Corp., can take pride in his son’s athletic exploits both fall 
and spring. Besides playing center on Cornell’s undefeated football 
eleven last autumn, his son Frank is now performing as varsity catcher 
on the baseball team at Ithaca. In his first league game against 
Pennsylvania, Frank slugged a home run, triple and double. His 
uncle is John Finneran, who recently became a v.p. of Warwick & 
Legler. . . 

Dr. Miller McClintock, director of the Traffic Audit Bureau, left 
New York hurriedly for California where his mother is seriously ill. . . 
Ray Vir Den, v. p., Lennen & Mitchell, has directed Dutch Treat Club 
annual shows for the last 21 years. In the recent production, he also 
portrayed “Frankie, the Wizard” during a closing act called “Whee, 
the Peepul!” Ray not only impersonated FDR but sang as well. . . 

Earl A. Means, v. p., Bristol-Myers Co., authored “Hitting the 
Nail on the Head” in the current issue of “Fair Trade Sales Stimu- 
lator,” published by the N. Y. Fair Trade Merchandising Associates. . . 


VACATIONING ADMEN SCAN NEWS FROM HOME 


a 
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Acme Beer Wins 
Top Billing 
in Can Contest 


San Francisco, April 11.—On the 
theory that you can’t go far y rong 
by stimulating sales of your best 
customer, Pacific Can Company wij] 
feature Acme beer in a $40,000 aq. 
vertising campaign which will start 
in June, offering $2,350 for the best 
name for a new “marvel-lined” con. 
tainer. Since the campaign will run 
for four months, the can company 
will sustain interest with monthly 
prizes of merchandise, including 19 
watches, five complete sets of movie 
equipment and five radio-phono- 
graph sets. 

Introductory copy will take the 
form of 1,000-lines in full color jp 
32 California Sunday newspapers 
reaching almost 1,000,000 homes. 
Thereafter 400 and 500-line black 
;and white advertisements wil] 
blanket the state. 

Acme will get more than cursory 
mention in the campaign. In the 
initial advertisement the Acme beer 
can will be reproduced in color, 
while another color splash near the 
bottom of the page will tend to give 
the casual reader the impression that 


ot AAs 
i. haaase SB aid 


> arriea oo a. ave sen | : I . . SIZE 
prices and more leisure, the survey a Ag age By prin, res it is the brewer himself who is ind 
said. 1216 Locust street. | SCS the advertising. wai 
Offers 578 Prizes " 
First prize in the contest will be res 
$1,000; second, $250; third, $100. In the 
addition, 25 prizes of $10, 50 of $5 rid! 
| and 500 of $1 will be awarded. Lloyd In 
|D. Herrold, teacher of adverti ing sir 
|at Northwestern University, Chicago, kn 
| will be the sole judge. bal 
| Pacific Can will invite the public the 
| to accord the new container the most gu 
Ken Dyke (right), director of national sales promotion for NBC, and Harry aa atic test se able to concoct and cal 
Durlap, vice-president and advertising manager of Cosmopolitan, were snapped ves contestants a good start with tw 
ap, vi pres a a ; g manager o po! ' pp ‘th 25 zest ae apt 
in this candid curbstone attitude during a recent vacation in Havana. nese SUEEestONs: pal 
| “Take the Acme can you've just no 
~ a 5 =sinocisdeicinie Dien antel ane lemptied. Hit it with a hammer, th 
Roy W. Peet, adv. dir., Colgate-Palmolive-Peet Co., did the intro- | pour scalding water into it. Then D 
ducing of Col. Norman J. Schwartzkopf for the latter’s Sales Execu- | cut it open with a can opener. Look fre 
tives Club speech. . . at the baked-in lining in a strong of 
Mrs. Anna Steese Richardson, Crowell-Collier Publishing Co.’s |light. Note that the hammer blows | tol 
veteran interpreter of advertising to consumers, was tendered a 'and scalding water have not marred 
testimonial dinner on her 75th birthday. She received a typewriter | the glassy, smooth surface.” 
NUMBER SEVEN... of aseries-COMPLETENESS from her many friends at the affair. . . | Leon Livingston Advertising 
“General Foods Gets a Baby Food Outlet” was the headline the | Agency, San Francisco, handles the 
= " —" . ee N. Y. News society editor used to report the news that Colby M. | Pacific Can account. ha 
lo those advertisers who realize plain printin = Chester, Jr., board chairman of General Foods Corp., had become a | ve 
wi as antiquated as Aunt Fanny s outdoor plumbing | grandfather. The father is Colby M. Chester 3d... ° ° ° m¢ 
ae —and that today’s printer MUST have the talent to Bernard H. Pelzer, Jr., of Benton & Bowles, is a bridegroom. . . Wiener Joins Reichner th 
Bi originate as well as the skill to produce—we present | Warren Agry, business manager, Good Housekeeping, traveled to Ernest H. Wiener, formerly with we 
ey ourselves—the American Colortype Company. | Nashville for the weekend wedding of daughter Marian. .. A bride- |Friend-Wiener Advertising Com- ter 
_ e Ours is a full organization incorporating every to-be is Katharine Meyer, daughter of Eugene Meyer, publisher of the primed hag York a Morey: oy be: 
ty “tool” needed to design and produce quality selling Washington Post. . . A bridegroom-to-be is James W. Coote of the Prong apt New York og. ayn fro 
ie helps—from ideas to inks, dummies to delivery. N. Y. Herald Tribune's ad dept. . . executive. es 
More than that, within the organization we have Mary Shacher, a. m., Joyce, Inc., celebrated a trip to New York | —_—_—_——- _ 
that happy balance of personnel that can lick the from her Pacific Coast headquarters by tossing a cocktail party. 7 Sh din B A 
Aes a lt ‘ on ie Also drink distributing were Ralph J. Cordiner, prexy, Kenneth C. | a ger to Burnett pa 
daylights out of that specia wroblem. It S been Gifford, gen’l s. m., and Roy W. Johnson, a. m., all of Schick Dry Raymond W. Shadinger, former!) are 
our job for 45 years. And, we'd like to make YOUR Shaver, Inc., at an affair to herald the start of a new sales drive... With the McJunkin Advertising 
woblem ours... just as we have for a score of Edward Hamburger, prod. mgr., White-Lowell Co., and Louis |COmpany for 12 years, has joined ing 
happy top American enterprises from East to West. Hirschorn, a. m., New York Merchandising Co., were initiated into Leo Burnett Company, Ene, = ols 
profession membership in Alpha Delta Sigma, nat’l ad fraternity, by | cago agency, as a member of the A 


service artm . 
| the N. Y. U. chapter... ice depa ent Mi 


| ——— 
Con Serer: teeoee Lloyd Maxwell, first vice-president of Roche, Williams & Cun- Wi ht N Black H 
ep ‘Taps aye 1g ames ac " 
ART WORK FOLDERS nyngham, Chicago, is spending a few weeks in a close-range study of a ; ate wes = 
nor — ort " the glories of Southern California. . . Also letting time march on from ‘we minngggs ng ~ ge 4 sated lie 
BOOKLET HOUSE MAGAZINE ns Minin aiid, eek te Oe aia jpany, Bz , has app Co 
BOX WRAPS JUVENILE BOOKS ; a Coast vantage point is Col. R. we Rebtnsen, on leave of absence from |W. L. Black Advertising Agency 
BROADSIDES LABELS | Lord & Thomas, Chicago rhe colonel blames it all on John T. | Reading, Pa., to handle its account 
CALENDARS LETTERPRESS PRINTING Balkam, who reformed and left the advertising field for the insurance 
CATALOGS MACYART (3rd Dimension Printing) business. Apparently one of the first buyers of a fat annuity was 
J CHRISTMAS CARDS, TAGS MAIL ORDER COVERS, INSERTS, | Col. Robinson. . . | 
& SEALS FLYERS Lenox R. Lohr, NBC prexy, presented an oil portrait of Charlie 
CIGAR BANDS & LABELS MAGAZINE INSERTS & COVERS McCarthy and Mortimer Snerd to Edgar Bergen at a cocktail party at 
COLOR PHOTOGRAPHY METAL SIGNS 


the Essex House, New York. The portrait was done by George Hum- | 


PY (Direct Mail & Editorial) 
SS ee oe ee phrey, former NBC page boy 


DIRECT MAIL CAMPAIGNS 


OFFSET PRINTING 
PAPER NOVELTIES 


DISPLAYS PICTURE POST CARDS Lee E. Olwell, v. p. of Arthur Kudner, Inc., is chairman of the 
ELECTROTYPES POSTERS advertising section of the Greater New York Fund’s 1940 campaign. . . 
ENGRAVINGS WINDOW DISPLAYS 


Advertising men of Boston are heavily represented on the pub- 
licity committee of the 1940 National Convention Corporation of the 
American Legion. Among the members of the committee which will 
see that the 1940 Boston meeting is properly publicized are: Thomas H. 
Carns, v. p. in charge of public relations, Boston Edison Company, 
chairman; George C. Wiswell, treasurer, Chambers & Wiswell; Glen- 
wood J. Sherrard, general manager, Parker House; Harold G. Kern, | 
publisher, Boston Record-American; August Hirschbaum, v. p. Albert | 
Frank-Guenther Law; William J. McDonald, New England manager 


WHAT SO RARE AS 
A GIFT IN MAY? 


Make business friends and keep thet 


\ 
TALENT TO ORIGINATE SKILL TO PRODUCE 


ia i 


é = = a gift valued far above its cost . 
a of Time and Life; Bennett Moore, v. p., Liberty Mutual Insurance exceptionally fortunate buy in genuine 
a d . ici ; glish pigs € A . t ss 
. y Company, and H. Lyman Armes, advertising writer. . . me A ggg Pe a ey e : 
i : | Dr. Donald A. Laird, director of the Ayer Foundation for Con- lasts, far below the usual price. | With 
t . : , . " =. 2 = spring-tempered steel s el t be 
ais Be ae ; : ; aia sumer Analysis, and his literary amanuensis, Miss Eleanor Childs | aan tae. + Payot ‘eam bh 
AMERICAN COLORTYPE COMPANY r Leonard, finished the book, “Why People Are That Way,” just in time wir ad in non-tarnishing aluminum-silvet, 
~< ce a to get married is now priced at 12%c each in - 
=. oo : oath ; aaa : 1000. At this price you can 4 2 
¢ 2a ‘th ne = : f . | Barclay Meldrum and Joseph Fewsmith are celebrating the tenth use them freely to make friends and coe 
‘ =o . , " + ee to rated rf 
e ‘ ogra te La anniversary of the Cleveland advertising agency of Meldrum and Few- Sacre ve S ‘ P ' 
a” =n ‘ = ys . . ° . vwherwise Zo ce each, 
BRS nai a, per a ; smith, Inc. Their friendship began when they were students together PORATION 
‘ CHICAGO - NEW YORK + CLIFTON, N. at the College of Wooster. . . || ADVERTISING COR 
7 i / Bess ae he The Paraffine Companies, Inc., of California, shared the pride of OF AMERICA f 
i es ‘ he * “ ewes Largest importers in the world © 


Lyle Wheeler when the Selznick International Pictures’ art director 
won one of the gold “Oscars” awarded annually by the Academy of 

Motion Picture Arts and Sciences. Wheeler is consultant to the com- 
pany's advertising department 


Genuine English Pigskin 
Two Park Avenue, New York 
Factory: Easthampton, Mass. 
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Penny Slogans Aid 
Boston and Maine 
Fare Cut Campaign 


Boston, -April 9.— Considerable 
originality has been used by the 
Boston and Maine railroad to exploit 
a recent reduction of passenger fares 
to two cents a mile by the Eastern 
group of railroads. The advertising 
and promotion campaign has em- 
braced newspaper space, radio time, 
the wearing of special buttons by 
12,000 employes and a barrel of 
pennies in the North Station, Bos- 
ton, which travelers are asked to 
note and guess how many miles can 
be traveled with that many pennies. 

The entire campaign has been 
built around two slogans: “Take 
two pennies and ride a mile,” and 
“The common cents way to get | 
there.” Just previous to the effec-| 
tive date of the new fare the rates! 
were announced in more than 50| 
newspapers in the Boston and gen 
territory with space ranging from 


840 to 1,460 lines, depending on the 
size of the local area served by the | 
individual newspaper. Time also 
was taken on 20 radio stations in| 
the territory. 

Lapel buttons issued to employes 
resemble two pennies and carry 
the slogans “Take two pennies and 
ride a mile’ and “In trains we trust.” 
In the penny guessing contest, four 
girl commuters each put an un- 
known quantity of the coins in the 
barrel. The barrel of money will be 
the prize to the one with the best 
guess on the number of miles which 
can be traveled with the pennies at 
two cents a mile. The freight de- 
partments of the railroad also an- 
nounced a recent reduction in less 
than carload rates, with newspaper 
pace, radio time, broadsides to 
freight representatives and a crew 
of representatives calling on cus- 


tomers 
Excursion Train Pioneer 


The Boston and Maine railroad 
s noted for its excursion activities, 
having originated snow trains 11 
years ago. Other excursions it pro- 
motes are “Fall Foliage,” “Round | 
the Mountain,” “Hike and Bike” and | 
weekly excursions from May to Sep- 
tember to Massachusetts and Maine 
beaches. Excursions also are run 
from outlying districts to Boston for 
hockey games, Bees and Red Sox 
baseball games, flower shows, ex- 
positions and boxing matches. News- 
paper space, radio time and posters 
are used for excursion promotion. 

Members of the railroad advertis- 
ing committee are Arthur B. Nich- 
ols, vice-president and chairman; 
A. W. Munster, vice-president; P. J. 
Mullaney, freight traffic manager; 
H. F McCarthy, passenger traffic 
manager, and H. L. Baldwin, pub- | 
licity manager. Harold Cabot & 
Co., Inc., Boston, is the agency. | 


Appoints Alice Gaskill 
Melvin F. Hall Advertising Agency, 
Inc., Buffalo, has established a retail 
idvertising division under the 
Supervision of Miss Alice Gaskill, | 


ho recently joined the agency 
+ 


‘ 


Ferguson Joins Agency 

Benton Ferguson, until recently | 
vice-president of the Texas State 
Network, Inc., Fort Worth, Texas, 
has joined Campbell-Mithun adver- | 
using agency, Minneapolis. 


Plans Insurance Meeting 

t insurance division of the 
American Management Association | 
wil hold its annual spring confer- 
ence at the Hotel Traymore, Atlantic 
City, May 6-7. 


You'd like them as friends or patrons 


the MANHATTANITES nth lve at 


They could afford homes in the suburbs or estates in the country 
— but they choose to pay premium rentals in towers of stone and 


steel. They want to be “near the office.” yet part of the taxi- 


riding, theatre-going, supper-clubbing night life that is the 
glamour of New York. And they want to be “just around the 


corner” from friends —those whose pursuits are the same. 


For these are Manhattanites of the higher rental areas —the world- 


envied group which works hard at play because it can afford to! 


To advertisers, all of the New York Market is important. But 
Manhattan is the core! And New York's business backbone 
is the open-handed spending by Manhattanites—the earn- 
more, spend-more group which resides in the higher rental 


areas. Among them the **Taylors” and “Whitbys ” . 2... 


\ 7 eae tne Yilor : 
~ment may childre® \ “rview with UT the 
state! wo e wi H ‘th 
ur the $159 a 4Ne per Is 
family of fo ts at Mion ty 


til 
Buick r “Eve ! Wher 
yeation surnenne , 1-Velegram™ Every ~—s shops ae, at 
vi of the World: j ind yiduality Ports “4 ee Fifth 4 
‘The Whitey? ne _@ pe im yet - , (0teN char . 
o is intere _ i's ou »pronal’y "© Payh 
- is the paper _ aas ore exceP OVE u ven = hone the uw 
pervat ce _ the both) mx favorit i] wnhy 
news oor bern bons Cell m ad, waaee 
Con . ade 
helpful 


In the Tudor City and West End areas of Manhattan (see 
maps) there are 3,013 families like the “Taylors” and “Whit- 
bys.” According to our Block-by-Block analysis, 1,170 or 
38.8 per cent of them read the World-Telegram! And... 
FOR CORROBORATION, the noted research agency, FACT 
FINDERS ASSOCIATES, INC., made a “census” of both 
areas. They completed interviews with 1,863 of the 3,013 
families resident there and found that 39.9 per cent of them 
all “read the World-Telegram yesterday.’ (The variation 
differs from the World-Telegram analysis by 1.1 per cent!) 


BETTER THAN / , » 
AU Jam 


New York City families paying 
$100 or more per month rent 


READ THE WORLD-TELEGRAM 


New York World- [edegram 


A Scripps-Howard Newspaper 


NATIONAL ADVERTISING DEPT OF SCRIPPS-HOWARD NEWSPAPERS 
TWO HUNDRED THIRTY PARK AVENUE. NEW YORK .N. Y 
CHICAGO DETROIT MEMPHIS PHILADELPHIA SAN FRANCISCO 


MEMBERS OF THE UNITED PRESS ... THE ASSOCIATED PRESS 
THE AUDIT BUREAU OF CIRCULATIONS. AND MEDIA RECORDS. INC. 
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"aaa Cotton 9 eat a Kee ” « | Chicago Daily Dro 
. sian ealin a a sizncy 7 Journal ; 7.4 7,578 31,68 
Total Grouy 4599 nRe 311 * 1 | Omaha Daily Journal sins r 
ots STOGS «ivae ‘ pe 4 Stockman 16.9 6,063 17.4 7,137 ] 
Semi-Monthlies (March) oo, * a = reali ° 47 7 022 , 
—— we none 7) 1% F “ o 4 St Lou A Da ly lL, 
Hoard'’s Dairyman 1.3 18,020 27 8 670 1,627 | atock Re} ; 14 : 0,198 . 
Montana Farmer { 1h ’ 17.1 ] 020 07 vn ‘ 
| Western Farm Life 18.8 14,767 16.0 1 0 119 41! otal Grou ! : 
Farmer Stockman 19.4 14,726 21.9 16,584 ‘ 846 
Utah Farmer 5 meee £9! 12.4 9] 490 920 *Kigure provide b } her 
*California Grange | March linage 1 r ude n 4 
News : A ‘ 10 0 5.9 506 } Not neluded ir 
Missouri Farmer ‘ 6,557 5 158 . 90 | ‘Three ssues 
| x Five sues 
Petal Group 111,078 101,760 12,316 7.903 | §Four issues 


Ask for it. 


CHICAGO 
SAN FRANCISCO 


* WDZ BROADCASTING COMPANY & 


Get Your Product Out 


Things happen when WDZ puts your sales 
story on the air! Why? Simply because 
WDZ, Tuscola, is the hub of one of the 
nation’s best buying areas. The area served 
by this fast-growing station is almost evenly 
divided between prosperous agricultural 


trading area in an attractive brochure. 


HOWARD H. WILSON CO. 
special representatives 
NEW YOR 


In Front! 


Some of the Na- 
tional Accounts 
Now Using 
Allis-Chalmers 
Olson Rugs 


humming industrial and oil producing rprageehen 

° rs J. A. Folger Co. | 
areas. Folks can and do buy heavily. We've on kite 
marshalled all the facts about WDZ and its of Pepsin 


DeKalb Agricultural } 
Assn. 


Sterling Beer 

Shell 

Union Biscuit Co. 
Absorbine Mfg. Co. 
Smith Bros. Mfg. Co. 
Hyde Park Beer 


Oyster 


K 
KANSAS CITY 


TUSCOLA 
ILLINOIS Critic Feeds 

Foley Honey & Tar 
Carter's Liver Pills 
Lens Photo Service 


Willard Tablet Co. 


Household Magazine | 


L. A. Advertising Club 
Announces Contest 


A competition for the best pieces 
of advertising produced in Los An- 
|geles is being conducted under the 
auspices of the Advertising Club of 
Los Angeles. Awards will be given 
for the best pieces of copy, art, lay- 
out, typography, and for the. best 
campaign. Classifications have been 
broken down to include entries for 
national, regional and local material 
and are subdivided into newspapers, 
outdoor, car cards, direct advertising 
and point of purchase. 

Competition is open to all adver- 
tisers and agencies in Los Angeles 
and runs until Saturday, May 25. 
Awards will be announced June 11. 
Brown S. McPherson, advertising 
manager of the Broadway, Los An- 
geles department store, is head of 
i'the committee in charge. 


Announces Photo Contest 
Popular Photography, Chicago, 

has announced its annual photog- 

raphy contest with prizes amounting 


|to $5,000 in cash and merchandise. 


The contest, open to amateur pho- 
tographers, will continue through 
the summer, with the winners to be 
reported in November. 


New Photechsom Process 


Photochrom Laboratory, 1141 Bel- 
mont avenue, Chicago, has devel- 
|oped a process which, the laboratory 
|says, for the first time permits 
accurate reproduction on paper of 
|kodachrome’s full range of tones 
and colors. 


Pictorial Study 
Reviews Fair Display 


A pictorial review of motion dis- 
plays, as reflected in last year’s New 
York and San Francisco fairs, has 
been issued by Reeder-Morton Pub- 
lications, Inc., New York. Accom- 
panying each display illustration is 
a brief description of the structural 
features. 

Included in the compilation are 
300 pictures covering the showman- 
ship efforts of many of the best 
names in the advertising world. I. L. 
Cochrane edited the volume, which 
sells for $5. 


Sexauer Names Reiss 
Sexauer Mfg. Company, New 

York, has appointed Reiss Adver- 

tising, New York, to handle promo- 


tion of its system of plumbing 
repairs and maintenance. Maga- 
zines, business papers and direct 


mail will be used. 


Larry Triggs to N. Y. 


Larry Triggs, who has been han- 
| dling copy and contact on the Amer- 
ican Airlines account for Ruthrauff 
& Ryan, Inc., has moved to the New 
| York office of the agency with the 
| transfer of the airlines’ headquarters 
from Chicago to New York. 


Kaleb Joins Dillingham 

| William T. Kaleb, formerly with 
| Erwin, Wasey & Co., New York, 
|has been appointed production man- 
ager of Dillingham, Livermore & 
Durham, New York. 


Farm Monthlies 
Score 5.5% Gain 
in April Linage 


New York, April 


10.—Ap! n- 


age in farm monthlies totaled 374,- 


592, Publishers’ Information Bureau 
reported today, a gain of 5.5 per 
cent over the 355,058 lines c: ed 
in 1938. A 7.7 per gain wi e- 
ported in March. 

Three of four other farm paper 
groups, today reporting March lin- 
age, were also able to show in- 
creases over 1939. Linage in the 
semi-monthlies totaled 111,078, as 
compared with 101,760 in 1939, 
gain of 9.2 per cent. Bi-weeklies 
carried 438,824 lines, an increase of 
9 per cent over the 1939 total of 
402,668. 

Weeklies carried 61,826 lines as 


compared to 58,318 in 1939, an in- 


crease of 6 per cent. 


Dailies carried 


132,525 lines as compared to 136,547 
in 1939, a decline of 3 per cent. Fig- 


ures and pages totals for the 


ndi- 


| vidual papers are shown in the ac- 


companying table. 


Each year 


CONGRATULATIONS 


will award $1,000 to one of those 


hospitals 
tribution. 


participating 


in 


its 


oy oo 


y ry 


McCANDLISH 


@ LITHOGRAPH CORPORATION 


i ROBERTS AVENUE & STOKLEY STREET PHILADELPHIA 
SALES OFFICES IN PRINCIPAL CITIES «+ +; 
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April 15, 1940 ADVERTISING AGE 33 - 
- ; ~ MINIMUM COPY IN, NEW BEER CAMPAIGN Advertising Company, and now | longingly on the girls on the Hamp- on the sport pages of newspapers. * iz 
president of Tri-Craft, did the lay-|den posters. He hopes that their] The first halftone will show a beer iy “" 


outs. Mr. Phillips’ staff selected as; next stop will be a tavern where|lcver with a strip across the eyes. 


|the heart interest in the four| this ale and beer is available. | The second will picture the — 
posters thus far completed two) erson with the bandage remove 
fore of whom more will prob- DOUBLE ILLUSTRATIONS pew a look of unbelieving apprecia- 
-ably be heard. One is Doris Gib- FOR EASTSIDE CAMPAIGN tion as he or she quaffs a foaming 
| son, who left her Southern pl inta- | Los Angeles, April 11.—Recall-| beaker of Eastside ale or beer. 

| tion or something to make her for-| jing that Confucius say “One pic- Another interesting device has 
|tune in the North. The other is|/ture worth ten thousand words,”| been employed. The second picture 
| Wilma Wallace, who was recently| Los Angeles Brewing Company will will run in the identical position 
| featured in a Life yarn. |let the photographic studios provide om the day after it has appeared 
| A. M. Orme, president of Snow, | the sales punch in a newspaper With its mate. Lockwood-Shackel- 
_ Bates & Orme, expressed the belief! campaign which has just started in ford, the agency in charge, believes 
| the it at least a few motorists will| Southern California and will run that the second panel not only car- 
| run through the red lights in allow-| through June. ries a potent sales punch, but strong 
| ing their eyes to rest too long and Advertisements will run in pairs reminder value. 


; Schmidt's is a better tasting beer. 
| Never bitter, never sweet, it has 


Brewers Step Up | the nM: “tlie flavor you'll Ay 


|Schmidt’s, a low calory beer, is 


Advertising as 
Birds FlyNorth = 


Detroit, April 11—A newspaper 
version of the radio feature, “True 
or False,” will represent Schmidt 
Brewing Company’s bid for the 
rising tide of business which in- 
evitably accompanies arrival of 
warm weather. Schmidt’s “Food 
Fables,” as they are called, are easy 
to answer, however, since the nega- 
tive is always the correct solution. *RAW FOODS ARE MORE 

- . HEALTHFUL THAN COOKED FOODS* 
Back of the interesting pictorial O%4 though in some cones vtomin 


a 
erisH AND MILS = 
hd ry cel 


“FASTING BENEFITS 
YOUR SYSTEM’ 
- vase 


And you get a advantage 
with your advertising tn 


Mipwest Farm Papers 


—because in the 8 midwest farm states— 


. ° ere dew oved By erercoot ny > 

presentation lies the company’s we Seca anes 

hope of widening the feminine mar-| , eT | 
. . . wre ou c NR 

ket by shattering the illusion that BEER AND DIET TOO? thors Hause) tor 


beer adds to avoirdupois. 

Each piece of copy, occupying 
210 lines on two columns, and ap- 
pearing in a long list of Michigan 
papers, will aim at this objective 
with such statements as “Exercise 
is an important factor in weight 
reduction,” “Standing after meals 
helps reduce weight,” “Celery is a , . ae od 
nerve tonic,” and even such ac- Newspaper yg Age will a brewer | 
cepted myths as “Starve a fever— opportunity to blast story that beer is | 


NO SUGAR « NO GLUCOSE 
NO FATTENING SYRUPS ADDED 


iad io manne : : fattening. 
feed a cold.” Selling copy will be Although farmers pay nearly TWICE as 
confined to a few lines below the| _ -.° ° , 
logotype, the following being an| light, yet full bodied. Today, start much per subscription for their Midwest 
example: “It’s no fable that saying, fea mine Schmidt's age Farm Paper as they pay for the average 
mons-Michelson Company, De- | : A 
bow handles the account. National farm paper—there are approxi- 
mately 


| COMELY FEMMES ADD 
_GLAMOR TO POSTERS 


Springfield, Mass., April 11.—Be- 
lieving that it has detected a lam-| 


entable lack of feminine pulchri-| 


i Sicceesh went the | farm subscribers to the Midwest Farm 
tude on -sheet posters on e| 
| Atlantic seaboard, Hampden Brew- | Papers, for every 


ing Company has given itself the| 
assignment of remedying this situa- 
tion. It found an enthusiastic ally 
in Snow, Bates & Orme, Inc.,| 


Springfield agency. 


reache 
Market on 


weER..- 
Hit TOP BuYING PO .one 


with one i] w roup rate.- 
o 4 

ce order. one campaign! 

spa 


Granee 
86,000 prospered throukh— 


families are reac 


Waligy b5 fareergy 
california Grange Terie In giving the parade of buyers | gy = ~ ‘ ° 
oregee er a curve or two on which to feast its | +o” Beas ain farm subscriber to the average National 
\eeeningter Grange News eyes, the company, however, has| ; | a ~T farm paper. 
not lost sight of its desire to sell | «: 4 «te? ; 
some beer. Accordingly, the pretty | ‘a, ike as \ In fact, investigations prove that advertisers can 
girls are found shooting arrows at 7 > % \ reach almost as many actual midwest farm fami- 
q or thrusting a sword through a beer | es a 5.0. wis.@ Ce lies with the Midwest Farm Papers alone as with 
te | barrel which carries the Hampden | > 1a Ley all National farm papers combined. 
SS] j motte, “Good measure, rice, hops, | NY ' 1 weer. Jan lo’ 
| sugar, malt.” A few words of copy | iy 
GRANGE FARM GROUP complete the advertisement. 2 
MILLS BUILDING © SAN FRANCISCO Tri-Craft, Inc., New York, pro-| . ie e7.y* x 
Representatives vided the artwork for the new | 
1. Wm. Hastie, New York « F.E.M.Cole,Chicago | campaign. Gail Phillips, erstwhile} , ' . - . . 0. R ' 
Duncan A. Scott, Pacific Coast l'art director of General Outdoor | oo “ 7 
. = 
s » 
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ADVERTISING AGE April 15, 1949 
—— - — 
APRIL ADVERTISING LINAGE IN NATIONAL MAGAZINES - | April Linage in 
Pages Lines Pages Lines | 1940 1939 n 
1940 1939—— Pages Lines Pages Lines nes | M Sh 
GENERAL Motion Picture (F.)......... 29.1 12,223 30.9 13,006 agazi es Ows 
OPE eee errr ee 58,934 101.7 64,306| Hollywood (F.) ........ toe Se 12,023 30.1 12,674 D li f l .09 7 
*Yachting ; aes 82.3 2,061 84.1 53,167 iG@creen Life CF.) 2. ccvccvocer 28.5 11,992 32.0 13,441 | ec ine ° ° 
| House & Garden....... ibaa 15.2 49,909 11.9 51,671 | Radio Mirror (McF.)... seee we 27.8 11 942 14 195 | New York, April 10. —Linag , a 
| Esquire (National) 70.1 $7,109 13,0 aoe Romantic Magazine (F.).... 26.4 11,113 2 10,970 A 1 ‘ f ti 1 nN 
| Esquire (Sp. Edition) 8.0 5,376 5.5 696 | Screenland (S.) ........++.. 24.4 10,475 23.3 10,008|April issues of national magazine, 
| American Home 73.8 46,679 65.7 41, 559 | Silver Screen (S.).......... 23.6 10,129 22.4 9,615 | totaled 1,658,784, Publishers’ Info». 
| Better Homes & Gardens.... 70.7 44,695 60.3 38, 160 TuRlor LORTUS 2425 ccevcoccss = 8,26 14.6 9 1275 | mation Bureau reported today, as 
| Town & Country R 20.0 2,292 77.7 53,269 | *Picture PIMyY 2... .ccecscccs 2 6,122 17.0 7,29 "7 ph, 
: 7 . : red with 1,677,1 
| House Beautiful 66.1 41,819 — 6¢ 41,950| Woman's World ........... 8.0 5,440 11.5 838 5 | commons d coins an 57 in 1939 
*Motor Boating 88.0 38,043 100.9 43,551| Home Arts Needlecraft..... 4.4 3,028 6.0 4116 | This was a eciine 0 1.09 per cen: 
| Country Life ... . 47.4 31,904 48.8 32,843 - - as compared with a March decline 
Cosmopolitan ... 65.9 28,304 62.8 26,951 TOCA! Group ..csisvseces 717,463 710,057 | of 2.5 per cent. 
Nation's Business , . . 53.5 2,990 44.2 19,001 | - ee ‘ : : 
‘ : ir inage in we ng 
American .cises: errerrrr ir a 21,911 60.4 25,950 STANDARD | Mi ch parr 8 , N ra '_ and 
| tedbook 49.2 21,116 50.6 21,725] Harpers Magazine ......... 34. S165 51.7 12,313 | Semi-monthiies, also reported today 
Popular Mechan 84. 18,884 88.8 19,908 | Atlantic ........ 34.2 8,151 410.7 9,689 | Showed a substantial increase oye, 
Instructor ...... - 25.2 17,3804 26.4 +¥ + DAMES sccccauuacecanecdesya 7.5 ae .. 8 or |1939. Total for this 8roup was 
*Sunset 7 17,002 6.2 5,550 | Current History 13.0 2,915 6.5 ; & 863 as ompare +3 270 910 
Popular Science 61.1 13,706 76.7 17,201) American Mercury ......... 10.1 1,988 15.0 2'940 | 1,109, zt sana . ‘ 'P ¢ — 819,21] 
BBO ocscscsccaes 20.0 13,447 29.9 20,109 aciait ——— |in 1939, an increase of 26.2 per cen 
yO EAGS. cccodvoesecreciseves 18.3 12,462 15.1 10,300 Total Group 24,465 32,651 | Among the monthlies, Only tw 
*The Grade Teacher... 25.1 11.097 29.0 12,804 groups were able to bette: 1939 
‘ational Geogr: er 2 208 622 J : ' i : ita 
National Geographic 12.6 610,208 8645.5 11,633) OUTDOOR pee oe ,, --¢ |records. Women’s magazines ear. 
HE CAN CHIN | she Improvement Era 22.0 342 18.5 7,902 | Field & Stream............. 64.4 27,656 50.2 21,578 | Oe aa aes Lines ¢ aes : 
HIMSELF WITH American Boy ....-++-+s005 12.5 8,508 10.9 7,461 | Outdoor Life 53.4 4 48.2 20,707 Be bday o lines as compar« a wit! 
Christian Herald rT ere S.. 7,565 20.1 8,649 | Sports Afield ............. 15.6 19,592 42.5 18,237 | 710,057 last year for a gain of 104 
ONE HAND Mechanics Illustrated soee 33.6 7,539 42.1 9,444] American Rifleman ......... 26.0 11,154 21 9,232 |per cent. Outdoor magazines car. 
Scientific American .. ose 308 7,125 14.3 6,159 | National Sportsman ........ 24.4 10,486 24.8 10,651 ried 123,831 lines, an increase 
Arts & Decoration...... 10.9 6,914 7.0 4,456) Hunting & Fishing......... 22.3 9,606 24.6 10,565 10.2 "ce t of th 1939 ie > 
*American Forests ......... 15.7 6,580 21.5 9,030] Fur-Fish-Game ............. 18.6 8,014 18.6 7,985 < per cent o e total of 
| ere a 15.2 6,558 11.9 5,122] Outdoorsman .............- 17.7 7,631 23.1 9,933 | 112,369. 
Physical C ulture rae » tae ed 13 " ree Outdoors ....... 15.7 6.761 8.1 3,481 General magazines carried 787.673 
*Iicxtension Magazine 71.9 5,494 - Oe - _ ——____—_ -- - —_ s — . . 
j ats LJ : ines, a decli , e ro 
IT CAN BE Open Road for Boys. ican. Bae 5,310 7.9 3,392 Tete GLOUP .csancsiess 123,831 112,369 lin . decline of 3.2 per cent from 
' DONE ES GORE eee 7.2 4,602 15.4 9,756 the 1939 total of 813,841. Standarg 
EASIER *Thrilling Group eer 4,274 17.3 3,880 MAIL ORDER |magazines showed a decline of 25 
WITH TWO True Detective . erm 3,944 11.0 DUPRE OOMNOINE gitxg 204 scsbo eons « 4.4 3,004 7.4 5,059 | per cent with 24,465 lines as com- 
*Street & S omb...... ¥ 3,60: 14.7 3,30 yther’s 3.3 2,3 5 3,379 | secs : a 
cg odes = ¢ : “ott ; 5 l aa Ses nee oe ite ale = = on ne = pared to 32, 651 in 1939. Two mal) 
$ ) i? ee 7.4 3,208 5.0 2,160 Total Group ........... >. 352 8 239 order magazines carried a total] of 
*Nature Magazine ; 7.4 3,197 8.8 3,766 5,352 lines, a decline of 35 per cen: 
|*Popular Publications ..... 13.0 2,911 12.0 2,687 WEEKLIES AND SEMI-MONTHLIES (March) 'from the 8,239 reported in 1939 
*Secrets 1.7 2,876 &.1 3,476 |The «: ‘dav Eveni y OS ¢ +905 67° ra . e : 
oe ' t PTs 52S . : ‘ 2 Me 107 7 408 he Saturday Evening Post. 302.4 305,679 335 S 'sia38 | Figures and page totals for th: 
Big Seven Group......+.--. 10.7 2,436 ).4 “, TDR: saedwnany i508 braehiny ae 16.7 137,838 124.9 84,938]. 4.7, iy 
A *Moose Magazine Tr cen wee 2,312 7.5 ee ee 189.2 4128,660 148.9 101,270 individual publications are shown 
*Ace Fiction Group......... 9.8 2,188 14.8 3,308 |The New Yorker............ 236.6 101,507 200.9 86,216|in the accompanying table. 
[ASIQ vee eens eeeees 1.2 538 2.6 NONE heer is tas hcne eas: 216.5 92,895 222.3 95,397 armnaennes 
———|*The American Weekly..... 37.1 70,787 29.7 56,528 
LWo ae Total Group . 787,673 813,841 | Business Week ............. 146.7 462938 113.7 48:781| New Long Island 
- ere ee 51.2 752,795 23.3 24,036 
WOMEN’S MAGAZINES SWikueeieheNe 100.4 43103 745 31.978 Newspaper Planned 
VORUGS cececsssesesoucacer 130.5 82,486 163.3 103,246 Leen :iunaGoasvaswanaeaens 84.7 136,37¢ 71.4 30,671 Harry F. Guggenheim, former 
POWER Harper's Bazaar ......... 88.0 59,173 96.4 64,809|¢*New York Times Magazine 32.1 32,159 22.6 23,521] ambassador to Cuba, is planning 
: ‘keeping 2 52,266 134.$ 57,903 | go 95 +30.469 g 8 r a » racsignig > ah 
Good Housekeeping 131.5 52,268 134.9 £909 | §Cuc 82.5 730,469 4 18,023 | new daily newspaper to serve Nas- 
Mademoiselle .......... 20.3 51,637 35.6 15,281] Family Circle 64.4 127.747 61.9 26,558 | c u Cor nt > LI. He has ‘ill . 
Ladies’ Home Journal. 75.5 51,351 67.3 45,801 | crit 55.0 +20.801 19.1 18.574 Sa -Ounty, L. i. e has purchased 
Woman's Home Companion 13.¢ 49,889 67.0 45,571 ON aS ere ws . 95 17,217 15.6 10,666 the equipment of the defunct Nassau 
MoCalt's .isss : 73.2 49,819 65.2 44,366 | ¢*United States News.. 16.0 415,486 14.7 30,867|Daily Journal, Hempstead, and 
Parents’ (Nation: ul) 65.8 8,263 53.5 22,976) Radio Guide 17.9 +12,19 13.8 9,395 |leased the building which it for- 
’ Parents’ (Special Ed.)....... 5.3 2,314 6.0 OUTCOMES dciveadasvarcavdice 28.1 12,089 29.3 12,610}merly occupied. 
True Story os 50.6 21,731 56 6 24,291) eScholastic ...... 17.9 7,680 16.0 6,886 The paper will be published by 
| SEOUROIES 2 0990054 eden ~t ee 4 He PIC wesecceeeeces 2.1 1,444 2.7 1.892)Mrs. Guggenheim, who writes a 
True Romances (Mac.) - 34.7 4,893 35. 5,295 a . ’ i s 
True Experiences (Mac.).... 34.0 14,591 35.0 15,018 Total Group - 1,109,863 879.211 book review column for the New 
| Movie Mirror (Mac.)........ 33.7 14,462 38.0 16,236 York News under her maiden name 
" ae o 77 a . snie > re ae 5 
You need two-handed REACH Modern Screen (M.M.)... . $2.1 13,779 38.6 16 1,587 *Figures provided by publisher. of Alic la Patterson. She is a daugh- 
d POWER + d th e by ° th Screen Romances (M.M.).... 31.8 13,654 10.6 4,560 tPawe size changed from 2,086 to 429 lines Oct, 15, 1939. ter of C apt. Joseph Medill Patterson, 
an ° o the jo 7" © | True Love & Romance (Mac.) 31.9 13,603 34.0 14,592 §Page size changed from 369 to 429 lines Aug, 12, 1939.| publisher of the News, and a great 
Southwest. It's a BIG audience | Truc Confession (Fr) 1 ; 18/236 341 14-649 {Page size changed from 1,040 to 1,000 lines Oct. 1, 1939.| granddaughter of the late Joseph 
. Modern Romances (M.M.) 21.0 3,235 3 4,649 iFive issues Medill, founder of tl “hie 
4 Ps @ @ fF , S. ’ - 1e =©Chicago 
and a BIG market, and it takes Movie Story (F.)...... 1.4 13,188 31.0 13,058 Group designations: M.M.—Modern Magazines. Mac.— | Tpjibyne 9 
POWER to reach great distances. Photoplay 19.0 12,984 26.8 17,915 | Macfadden Women's Group. F.—Fawcett Women's . 
PE <2 ccactes eesevanee 16.9 12,832 20.7 15,702 | Group S.—Screenland Unit. 


WOAI gives you that power... 
50,000 watts of it . . . and it also 
gives you a loyal and responsive 
audience made possible because 
WOAI pioneered radio in the 
Southwest; has built its station, 
programs and signal strength to 
conform with Southwestern needs. 


This is the reason for WOAI's tre- 
mendous listener preference and 
program popularity as indicated 
by all accredited national surveys. 


This is the reason WOAI carries 
approximately 50°/, more commer- 
cial hours per week than any other 
radio station in San Antonio. 


Advertisers who want to do busi- 
ness in the Southwest economi- 
cally, need WOAI's prestige, pro- 
gram popularity and POWER- 
PLUS. Write for pertinent facts. 


Beautyrest to 
Push Sales in 
‘Special Week’ 


New York, April 10.—A concen- 
trated one-week promotion will be 
staged by the Simmons Company 
April 17-24, which has been desig- 


nated as “National Beautyrest 
Week.” The event will be an- 
nounced in magazine advertising, 


and promoted by dealers in cooper- 
ative newspaper insertions. 

The magazine announcement will 
consist of a color spread in The 
Saturday Evening Post. Copy will 
explain that 6,000 furniture and de- 
partment stores will have a special 
spring Beautyrest showing during 
the week, and urge housewives to 
call on their dealers. 

According to John W. Hubbell, 
advertising and sales promotion 
manager, stores will feature a spe- 
cial display piece which will show 
in two seconds how the Beautyrest 
is superior to other mattresses. The 
display demonstrates the different 


rest. 


cial promotion to take cognizance 
of the “consumer movement.” As 
promised in the Post copy, dealers 
will offer a “Certificate of Construc- 


50,000 WATTS * CLEAR CHANNEL 
NBC * TON °* AFFILIATE 


Represented Nationally by Edw. Petry & Co. 


tion.” This contains specifications 
for the product, 
of laboratory tests. 

Young & Rubicam is the agency. 


Buys * ‘Daily Times” 

Donald W. Reynolds, publisher of 
Southwest American, morning news- 
paper; Times-Record, evening news- 
paper, and Sunday Southwest- 
Times-Record, has bought the in- 
terests of John P. Cook and L. N. 
Houston in the Daily Times, Okmul- 
gee, Okla. H. H. Horton will con- 
tinue as editor and publisher. W. S. 
Zschack, former business manager 
of the Times, Mobile, Ala., will be 
business manager. 


spring construction of the Beauty- | 


Simmons will also utilize its spe- | 


along with results | 


| Simpson Succeeds Rettig 


Henley Simpson, assistant to 
|Frank O. Rettig, who recently re- 
signed as vice-president and director 
of sales and advertising of the 
bedding division of Burton-Dixie 
Corporation, Chicago, has _ been 
made acting sales and advertising 
manager. 


Two Appoint Ceder 


Hufa Cosmetic Company, Inc., and 
Stuyvesant Insurance Company 
have appointed Rex Ceder, New 
York, to handle their advertising. 


Atlas Publishing Moves 


Atlas Publishing Company, New 
York, publisher of Daily Metal Re- 
porter, Daily Mill Stock Reporter, 
Mines Register, Waste Trade Journal 
and other periodicals, has moved its 
general offices to 133 W. 21st street, 
New York, occupying the entire 
eleventh floor. 


Whitman Names Lindsley 


James Lindsley has been ap- 
pointed general sales manager for 


Joins Foreman 

Lillian E. Selb, formerly in th 
radio department of Blackett-Sam- 
ple-Hummert and recently wit! 
Joseph McGillvra, radio representa- 
tive, has joined the New York 
offices of the Foreman Company, 
radio representative. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums! 


gn countries—Astronomical Calcula- 
tions, Weather Forecasts, Astrological 
Readings, Planting Tables, Fishing Calen- 
dars, etc. 


Stephen F. Whitman, confectioner 
Philadelphia. 


’|| BERLIN HART WRIGHT, Penn Yan, N.Y. 


A new way 


to ‘‘stop them!’’—new ATLAS DISPLAY 
PRINTS, big, colorful and eye-catching BUT economical. 
| Many a newspaper ad (or other illustrated selling copy) will 


| become a dominating display, if you make it BIG. Now 


ATLAS Display Prints, up to 54” wide mounted on strong, 


flat Superboard with an easel, make a big impression 


without the handicap of costliness. 


Send for a sample with prices. Remember ATLAS also 


Display Print. 


for the other “big specialties” — Murals— Bromide Enlarge- 
ments — Jumbo-Stats, and now the big economical Atlas 


ATLAS PHOTO COPY COMPANY 


Ve: Beg MICHIGAN 
eMrcaeo, tttinor 


To Give You An Idea 


of the scale of prices and quant: 
ties, 10 Display Prints enlarged to 
24"x36" from one original, $1." 
each 25 at $140 each other 
quantities and sizes in proportion 
Color is not restricted to black, ! 

4T NO ADDED COST can ' 
blue, brown or red on white. Write 
or phone Atlas, Whitehall 75° 
and let us show you how the new 
4tlas Display Print will help solv 
your display problem — econom 


cally . 


225 W. MICHIGAN AVENUE 
S19 NH. MICHIGAN AVENUE 
221 W. LASALLE STREET 
104 S. MICHIGAN AVENUE 


Complete copy supplied for U. S. and | 
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Two Air Shows Introduces New Types Hirestra Drops extensively advertised. Dr. Fish- | changes with “the potentiality of 


bein said his charges were based| the production of cancer.” 
European Typefounders, Inc., 


cst itt ga A - on experiments made by Prof. Carl} Schering Corporation, Bloom- q 
vivals of Gta Endlich tynne’ the Mi $1,000,000 Suit R. Moore at the University of Chi-| field, N. J., manufacturing chemist es 
‘faces carrying the names of Tea- | | ates | which supplied Hirestra Labora- 
Renewed to Carry 'Chest, Chisel, Thorne Shaded and Against A. M. A. Purchases Ceased | tories with the cream, said, at the 


Playbill. | Chicago, April 9—A million dol- > , —_ ™ |time of the filing of the suit, that 
Endocreme was first marketed by | “pefore Endocreme was put on the 


lar suit filed Aug. 18, 1938 by Hirestra Labor: tan rat a7 
. : stra Li ratories pany. ISSs, | wnactent ey eres - . a 
Through Summer Ruggles Joins Shannon Hirestra Laboratories, Inc., New|ihe company atatine that © , | market it was tested on 550 women, 


, the company stating that $167,000) .. - ere istri da: 
; Ralph C. Ruggles, in the New York, maker and distributor of) was grossed in 11 months and that oem -— ap sae of bape 
New York, April 9.—Contrary to | York office of the Philadelphia Eve- facial creams, against the Amer-| j; was selling the cosmetic at the A song “eu ee = ster 
ts practice last summer, General| ning Public Ledger for 15 years, ican Medical Association and six! rate of $30,000 a month wher eh ee — a we See 
\ills has renewed “Jack Armstrong” | has joined the New York office of . pa ‘ ven © | that any woman had been harmed 
Willis Nas " 


» 22 weeks, effective April 29, in |C. G. Shannon & Company, pub- erlang — a ee = exter appeared, The com~| in any way. In addition, Endocreme 
Or + carry the program through | lishers representative, as Eastern withdrawn. Attorneys said there|pany charged that all purchases} was given a clinical trial at an in- 
rder to carry the prog - Th | manager. was no outside settlement. then ceased. In its copy Hirestra) stitution.” 
the daylight saving period. ; le ——— Dr. Morris Fishbein, editor of the; had said, “Endocreme contains a| ae 
program, on oo of By gay B Plan Health Food Meet Journal of the American Medical) counterpart of a bodily substance ; 

a etadl aa th Red et The National Health Foods Asso- | “889c!ation, had written an editorial) which promotes the youthful glow | Takes New Offices 
in 11 stations of the Red net-| | 4he +N é é OOGS /1580~ | ; . abing sas a. e | ee ba 
| - ten Seationsh Bweodeudian ciation will hold its third annual |!" the Journal, making serious; and tone of the skin in girlhood. | The Advertising Bureau has 
von” Snox Reeves Adv s ti {convention at the Drake hotel, Chi- | charges against a Hirestra product) Dr. Fishbein charged that the prod-| moved to new quarters in the Park 
Company. Knox Reeves verus~ | cago, Aug. 27-30. called Endocreme which had been! uct might cause serious glandular |Square bldg., Boston. 


ing handles the account. 


Moylan Sisters Continue 


Modern Food Process Company | 
vill carry the “Moylan Sisters” 
through the summer for the first | 
ime on a network basis, according 
«) a 26-week renewal, effective | 
April 28. The program, for Thrivo 
dog food, will continue to be heard 
nm Sunday from 11:45 a. m. to 12 
on 10 stations of the NBC blue net- | 
work. Clements Company has the | 
account. | 

Bran Flakes Shifts 


General Foods Corporation will 
shift “Young Dr. Malone,” intro- | 
duced in November on an NBC Blue | 
network, to the Columbia Broad-| 
‘asting System on April 29. The 
program, for Bran Flakes, will be 
heard on 69 stations from 2 to 2:15 | 
m. Benton & Bowles is the 
gency. 


} 


Air Conditioning Renews 


Air Conditioning Training Cor- | 
poration has renewed “Happy Jim | 
Parsons” for 26 weeks, effective 
April 28. The company recently 
extended the coverage for this pro- 
gram by using recordings of the 
live show for a spot campaign on 
50 stations. The program is broad- 
cast on 27 NBC Blue stations on 
Sunday from 11:30 to 11:45 a. m. 
National Classified Advertising 

Agency is in charge. 
B & W Changes Time 


Brown & Williamson Corporation 
will shift its news broadcasts, fea- 
turing Paul Sullivan for Raleigh 
cigarettes, from its current time, 
Sunday through Friday, 11 to 11:15 
p. m., to Monday through Friday, 
6:30 to 6:45 p. m. on April 29. With 
the shift in time, “Paul Sullivan 
Reviews the News” will be heard 
over three additional stations, for a 
total of 42 CBS stations. Batten, 
Barton, Durstine & Osborn is the 
agency. 


Shift for Energine 


Cummer Products Company will 
shift “What Would You Have 
: Done?” for Energine, to a new time 
on Wednesday from 8:30 to 9 p. m. 
on April 24. The show is now 
heard on Friday from 9:30 to 10 
p.m. It will continue on the same 
network of 43 NBC Blue stations. 
Stack-Goble Advertising Agency 
has the account. 


“EVERYBODY 
TALKS ABOUT THE 
WEATHER ... 


= a P but nobody ever does anything about il, 


father Glove Manufacturers, 
“loversville, N. Y., has completed ~~ 
‘DS for a nation-wide promotion It may be entertaining, but nothing is quite so useless as a great hullabaloo about conditions 
‘i types of American-made 
'r gloves. The program, which 
» be developed over a period of 


and circumstances over which we have no control. Equally useless is a hullabaloo over situations 


* ugidesigned to acquaint both | about which we can do something, but don’t. ... Advertisers have been known to make a great ; = 
Wperiority of — American - made fuss over mediocre reproductions of high priced art work and photography, and about the 
i. tt & Nelson, New York, has difference between bid prices and invoiced charges—and then go right back to the source 
ick Ge oa aa Gio from which those headache-makers came. . . . Other advertisers have long since discovered 5 
that only craftsmen can produce craftsmanlike products, and only experience ard organization 
Buy Macon Papers ; cre capable of making quotations and invoices come out even. . . . Much more than conversation 
two newspapers” in’ Orlando, Fla is responsible for the fact that a large number of "big time” advertisers, who are on the books of 
~ ger of the Telegraph and News, | the Rogers Engraving Company, have been there year after year for upwards of two decades. 


Au Un, Texas, newspaper man, have 


“Mpleted arrangements whereby | fe 
~.. 4 period of years they will ac- | O G F R S F 7 A | | Vv \ p A Y ‘a 
wo the Telegraph and News from | ; 
at Anderson, present publisher, | 3 
‘nd his brother, P. T. Anderson, sr.,| Adolph F. Buechele, President @ Master-Craftsmen of Photo-Engraving Z 


resident and general manager. 
2001 CALUMET AVENUE e¢ Phone: CALumet 4137 ¢ CHICAGO, ILLINOIS 
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Poster Stamps to 
Pay for Oklahoma 
Travel Promotion 


Tulsa, Okla., April 10.—The Okla- 
homa Hotel Men’s Association is 
sponsoring a poster stamp project 
with which it hopes to boost the 
annual state tourist income from 
$32,000,000 to more than $50,000,- 
000. The stamps will depict places 
and scenes of interest in the state 
and their sale is expected to pro- 
vide the funds to finance a promo- 
tion campaign. 


Morton Harrison, manager of the 


Will Rogers Hotel, Claremore, 
Okla., president of the hotel associ- 
ation, explained to a group of hotel 


men and merchants here that about 
50 different places of state interest 
will be pictured on the stamps and 
they will sell for one cent each. He 
‘aid that they hoped to profit also 
from a_poster stamp collecting 
hobby which has reached national 
proportions. 

Funds secured from the sale of 
stamps and albums in which to 
keep them will be handled by the 
Oklahoma Travel Association, Inc., 
a subsidiary of the state hotel asso- 
ciation. J. D. Morris is secretary of 
both groups and headquarters will 
be in Oklahoma City. 


Transfer Station WSUN 


Transfer of Station WSUN from 
the St. Petersburg, Fla., Chamber 
of Commerce to the city of St. Pe- 
tersburg has been authorized by 
the Federal Communications Com- 
mission. It will continue to oper- 
ate largely as an advertising me- 
dium for the city 


To Carry N. y. Edition 


Effective with the June 15th 
issue, Congratulations will carry an 
eight-page New York metropolitan 
edition. An annual circulation of 
50,000 in the New York trading area 
is guaranteed. 


Munson Joins McC-E 


Miller Munson, formerly advertis- 


ing manager of Florsheim Shoe 
Company and previously advertis- 
ing manager of the Hoover Com- 


pany for 11 years, has joined the 
Chicago office of McCann-Erickson, 
Inc 


Are You Shooting for 


NEWLYWEDS 


7 YE*CATCHERS brings over 100 new 
+ usable photo ideas every 30 days. 

—its pictures have life, will dramatize any 
selling story. 

—high class photography is made available at 
ridiculously low cost. v se photos gencrously. 
—it saves real money—$5 monthly—mats or 
Glossy Print Plan. 
used by biggest advertisers and agencies all 
over the world. It sells itself by mail. /t's 
got to be good. 


Write for FREE book of interesting proofs | 
no obligations. 


EYE*CATCHERS, Inc. 10 E. 38 St. New York | 


EYE’ CATCHERS 


(Editor’s note: 
AGE reports, 


Each year the Tokyo correspondent of ADVERTISING 
with pictures, an activity 
unknown in the Occident. We 1940 
with not a jot or tittle changed.) 


agency which is wholly 


present his version herewith, 


Tokyo, Feb. 29.—More than 120 Japanese star advertising sales- 
men of Nippon Dempo Advertising Agency, Tokyo, with its executive 
members in their strange clothes, are photographed in front of their 
head offices before leaving for the annual “winter pilgrimage,” which 
was held for two of the coldest days of this week. 


The so-called winter pilgrimage of this Japanese advertising 
agency has been made for the past 40 years for the purpose of the 
following: firstly to wish its principal clients the success and pros- 
perity; secondly to advertise both the agency and its clients among 
the general public through this unusual night event; and thirdly to 
improve the health and to cultivate the fighting spirit of the agency’s 
advertising salesmen. 


On the occasion, each advertising salesman is clad in white 
clothes, putting on his head a piece of white cloth, wearing sporting 
shoes and putting on his belt a ringing bell. Thus they visit every 


big client in Tokyo’s business center at night to wish the prosperity 
of its clients. 


be peers a 


Picture shows the list of names of the participants of Nippon Dempo Advertising 
Agency in the “winter pilgrimage” of this year as announced by the agency and 
carried out this week. 


Here is Hoshio Mitsunaga, 73-year old president of Nippon Dempo Advertising 
Agency, wishing one of his clients the prosperity and happiness, for which members 


of the client are responding. Mr. Mitsunaga is seen in the center. 
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Here are the boys, in front of their offices all ready to start out. 
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Remaining caption; 


presented here are those of our Tokyo correspondent. 


Picture shows more than 120 Japanese advertising salesmen of Nippon Dempo 


Advertising Agency are wishing one of its large clients the prosperity and happiness 
raising candle lanterns, which each of these is carrying. 


These candle lanterns, marked with words Nippon Dempo Advertising Agency, ° 
in short Dentsu, were carried by each advertising salesman of Dentsu during the’ 


annual winter pilgrimage, held this week. 


| $2, and the remainder 
land $10. 


Super Market 
Brand Preferences 


| readership 
interviewed, 


among the 
with 


Housekeeping, Ladies’ 


How Brands Stood 
brand 


New York, April 11.—Campbell | 
soup, Jell-O dessert and Quaker 
Oats hot cereal showed the greatest 
brand domination in their 


Among. the 


| Among the interesting points de- | Quaker Oats, 47.4 per cent 
veloped during the survey was the | desserts—Jell-O, 
fact that over 50 per cent of the! 
customers interviewed have been) greatest equality 
| patronizing super markets for two/jences was toilet 
years or less; that canned vege-| 
|tables are the largest single seller; | 18.8 per cent; Lifebuoy, 18.7; 
jund that 52 per cent of the cus-| olive, 13.3; Camay, 13.0: 
j tomers spend between $2 and $4| heart, 10.6; Woodbury, 10.3. 
|for their day’s super market shop-_| classification least 

{ ping, 23 per 


72.4 per cent. 


soaps, 


| Heinz 


preferences 
| registered in the survey were the 


respec- | following: 

tive classifications in a study of Canned soups—Campbell, 79.8 
super market shopping habits re-| per cent: canned fruit—Del Monte, 
leased this week by True Story.) 29.7 per cent; canned dog food 
The investigation covered 2,000| Red Heart, 16.2 per cent, Rival, 11.6 
customers in 11 super markets|and Strongheart, 8.6: coffee—Max- 
spotted throughout the country, each well House, 26.8 per cent, Chase & 
having a weekly sales volume rang-/| Sanborn, 15.7: soft drinks—Coca- 
jing from $10,000 to more than) Cola, 27.7 per cent, Pepsi-Cola, 13.6; 
$25,000 cold cereals—Kellogg’s corn flakes, 

Favor Canned Vegetables 15.5 per cent, Wheaties, 148, 
Shredded Wheat, 13.4; hot cereals 


: gelatin 


The product group showing the 
of brand prefer- 
with six 
names battling for attention—Lux, | 
Palm- 
Sweet- 
The 
dominated by 
cent between $1 and well-known brands was condiments, 


, and all others 
75.3 per cent. 
The progress of 


Heinz canned 


baby food, a comparatively new 
product, was also indicated in the 
survey Clapp was in first place 


with 40.5 per cent, 
with 28.0 and 


followed by 
Gerber with 
13.2 


Retail Grocers to Hear 
Perkins on Stamp Plan 


The 43rd annual convention of the 
National Association of Retail Gro- 
cers will be held at the Pennsyl- 
vania hotel, New York, June 17-20. 

One of the principal speakers will 
be Milo Perkins, president of Fed- 
eral Surplus Commodities Corpora- 
tion, who will talk on the food 
stamp plan and its accomplishments. 


Buckley Returns 
After a vear's absence 
ill health, J. H. (Pick) Buckley has 
returned to Chicago as Western 
manager of Nation's Business. 


because of 


— 
' 


between $4)| with Heinz ketchup registering 12.9 | 

| per cent; Gulden’s mustard, 5.0; Del | 
The study also analyzes magazine | Monte catsup ond. ee sauce, 4.8; 
customers French's mustard, 
detailed brand | 
consumption for readers of Good 
Home Jour- 


| . Ye _ . 
Shown in Survey incteGihe. Gwe .cery on 


Babson Holds Exhibit 


The sixth annual exhibit of win 


dow, store and counter displa 
advertising was held last K al 
Babson Institute, Wellesley Hills 
Mass. Outstanding displays ‘! 


cluded a window display for Cot 
Inc., by Einson-Freeman Compen) 
Long Island City; a floor disp 
for Lamont Corliss & Co. by Ober! 
& Newell Lithograph Cor} t 
and a counter display fo! 
Sheaffer Pen Company b) 
Lithograph Company, Bost 


Stark Names Waters 


Ralph Stark, Inc., Long 
City, industrial welder, p 
pointed Norman D. Waters & Ass’ 
ciates, New York, to |! ile 
account. 


ConegatSotion 


The editorial and advertising 
icies of CONGRATULATION 

determined by an Advisory 

mittee of outstanding doctors #"° 
hospital administrators. 


os 


JOHN A. CAIRNS 
& COMPANY 


TEXTILE 
ADVERTISING BiB. 


45 EAST 17th 
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Advertising Age, The National Newspaper of Advertising 


The acknowledged power of 
Advertising Age to produce 


| advertising results is the power 


to dramatize news and to 


interest and excite readers. 


Offices in New York, Chicago, Atlanta, San Francisco and Los Angeles 
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PICTURE SYMBOL 


Block-by-Block 
Study of New York 
Market Completed 


New York, April 10.- Resembling | 
a multicolored patchwork quilt, a 
new pictorial concept of the com- 
plex New York market has been 
created here following two years 
of intensive research. The project,]| ures 
sponsored by the New York World-| x, 
Telegram, represents a minute| . 
breakdown of 25,000 square blocks, 
with purchasing power _ indices 
sketched for four of the city’s five 
boroughs and key suburban areas. 

With the New York Real Prop- 
erty Inventory as a basic pattern, 
the newspaper’s analysis had as its 
working material 166,653 known 
names and addresses collected from 
reader response records of all edi- 
torial departments. This is said to 
be the largest sample of reader-'| 
ship ever obtained by a newsstand- | 
distributed paper, representing 40| tions is also shown graphically. 
per cent of the World-Telegram’s| In addition to the large, wall-size 
total circulation. |maps that show the block-by-block 

The rental values secured through| breakdown, the research story is 
the Real Property Inventory are| told in a leather-bound book, 24 by 
termed a “major economic index.”| 38 inches, which weighs over 100 
Following the block-by-block com-| pounds and which is mounted on a 
pilation, five well-known research Show- 


eNGUENTING aill cool and 


marcved hie white ” we 
net ( agueaner ' pa 
whe am an 199 toven boot wadare tow aed 
We ond ve twee 


UNGUENTINE 


© FIGHTS INFECTION @ RELIEVES PAIN @ PROMOTES HEALING 


Because copy like this attracts attention 

and sells goods, and at the same time 

gives little encouragement to the FTC 

copy sleuths, it is likely to become more 

popular agency man declares. (Story 
on Page |.) 


organizations were employed to 
conduct a census of 13 specific 
areas, involving 25,456 completed 
interviews, in order to check the 
accuracy of the newspaper’s pat- 
tern. 
all accuracy 
cent. 


record of 99.31 per 


Breaks Down Rentals 


The study breaks down rental 
classifications as follows: those un- 
der $30 a month; from $30 to $40; 
from $40 to $50; from $50 to $75; 
from $75 to $100, and over $100. 
Detailed data on business connec- 
tion, income, property investment, 
automobile and refrigerator owner- 
ship are given for typical readers 
interviewed by the five research or- 


| specially-constructed easel. 
|ings are now being scheduled for 
|}advertisers and agencies at the na- 


Knudsen, Willkie 
Share Limelight 
at ANPA Dinner 


president of Commonwealth & 
Southern Corporation, will occupy 
the spotlight at the annual dinner 
of the Bureau of Advertising dur- 
ing the American Newspaper Pub- 
lishers Association annual conven- 
tion here April 23-25. 

The annual ANPA advertising 
session will take place on Wednes- 
day, April 24, with the dinner 
scheduled for the 25th. The con- 
tinuing study of newspaper reader- 
ship will be the keynote of the all- 
day advertising meeting. Wilder 
Breckenridge, sales manager of the 
Bureau, will summarize the find- 
| ings to date; Clare Marshall, Cedar 
| Rapids Gazette, will discuss the ap- 
plication of the study, and John H. 
Sorrels, executive editor, Scripps- 
Howard Newspapers, 
an editorial evaluation of the proj- 
ect. An added attraction will be 
an address by William Reydel, ex- 
ecutive vice-president, Newell-Em- 
mett Company, on “Leading with 
the Chin—An Advertising Agent 
Discusses Newspaper Advertising.” 


| tional headquarters of Scripps-How- 
lard, 230 Park avenue, under the 
| direction of Vernon Brooks, national 


Telegram. The presentation will 
also be exhibited in other cities. 


Joins Remington Rand 


Herbert Simpson, formerly with 
Winter & Co., New York, has been 
appointed advertising manager of 
the General Shaver division of 
Remington, Rand, Inc., Bridgeport, 
Conn. 


| 
| 


Debnam to “News-Leader” 


R. G. Debnam has been ap- 


ganizations. The newspaper’s cov- 
erage in all six rental classifica- 


| News-Leader, 


morning 
ot ; 


yreenville, N. C. 


newspaper 


*investigations have proved 
that a fleet smaller than ten 
vehicles does not constitute a 
buying unit, and is not large 
enough to justify 
the installation of 
LAN shop equipment. 
ptt’ 


_ Fleet Gwner 


pointed advertising manager of the | 


Following this message a “board of 
|experts” will participate in a ques- 


. . . ! 
The result showed an over-| advertising manager of the World-| tion and answer session. The lineup 


| will include: 
Experts to Appear 


George D. Olds, Continental Oil 
Company; Lee H. Bristol, Bristol- 
| Myers Company: B. C. Duffy. vice- 
president, Batten, Barton, Durstine 
|& Osborn; Leonard T. Bush, Comp- 
|ton Advertising, Inc.; James W. 
| Flanagan, Scranton Times, and Ray 
H. McKinney, president, J. P. Mc- 
| Kinney & Sons. 

For the second 
Visiting publishers 
of leading New York agencies at 
jan “open house” day on April 22. 
| Discussions of mutual problems will 
be sponsored by J. Stirling Getch- 
ell, N. W. Ayer & Son, J. Walker 
Thompson Company, Young & 
Rubicam, William Estey & Co., 
McCann-Erickson, Sherman K. El- 
lis & Co., Benton & Bowles, Comp- 
‘ton Advertising, Arthur Kudner, 
| Newell-Emmett Company and Bat- 
/ten, Barton, Durstine & Osborn. 

The first day of the ANPA con- 


successive year 
will be guests 


; vention will be devoted to prob- 
|lems of smaller newspapers. Com- 
|mittee reports will be released 


|during the course of the business 
There will be no outside 
| speakers this year. 


session. 


| Promotion Men Meet 


The National Newspaper Promo- 
tion Association has also scheduled 
a busy meeting April 22-24. 
Among the featured guest speakers 
will be William Howard, executive 
| Vice-president, R. H. Macy & Co., 
fon Monday, and Col. Frank Knox, 
' publisher, Chicago Daily News, on 
Tuesday 

Other personalities the 


on pro- 


gram will be C. E. McKittrick, 
Eastern advertising manager, Chi- 
cago Tribune, on Monday: D. E. 
Robinson, general manager, Fed- 


eral Advertising Agency, on Tues- 
day, and Lester M. Malitz, vice- 
president, Warwick & Legler, and 
Wilder Breckenridge, sales man- 
ager, Bureau of Advertising, on 
Wednesday. Several clinic sessions 
are also planned 

The annual NNPA dinner will 
be held Monday night in the Car- 
penter suite of the Waldorf-Astoria. 


ABC Adds Members 

New members have been ad- 
mitted to the Audit Bureau of Cir- 
culations as follows: 
Tablet, Brooklyn, N. Y., 
Business papers, Display 
Cincinnati; Improvement Bulletin, 
Minneapolis; Photo Technique, 
| New York; Texas Contractor, Dal- 
] Magazines, La Revue Mod- 
|erne, Montreal, Quebec; Outdoors, 
Boston 


World, 


will furnish | 


Advertising Head | 
of ‘Philadelphia 


Furniture Dealers 
Record’ Dies at 38 


Told They Get Onl 
Laughlin, advertising director of sy Half of Potential 


Philadelphia Record, died yesterday 
|at his Merion home after a brie 


New York, April Willies ones ceceniae cone oe Indianapolis, April 11. — Whpj, 
S. Knudsen, president of General|*" ~" in ean wes Gree ‘this country’s physical frontie-. 
from Union College, Schenectady ler 

Motors, and Wendell L. Willkie, : ~’’.|may have been explored, plenty 


N. Y., in 1926. He was captain of | work remains to be done in explo, 
Union’s football and lacrosse teams ing mental frontiers amin” Ir 
|and a member of Chi Psi fraternity. | Ji oig amazing returns to yore — 
| Mr. Laughlin began his career on| 44 society, J. J. Martin eieiae 
ithe Albany Times-Union. Later he of research of Henri, Hurst & Mo. 


| “z adv isi anz | P aie 
| temieecue tae oak onan sree of the | Donald, Chicago, told a joint meet. 


ater of the | . os . 
} Advertisin Club ana 
| Philadelphia Inquirer. He had “hoe “rs - =e a s 


. . Vic esec h he lt hor 

| with the Philadelphia Record for six today ecahaneiuits lub her 
. | c . 

mete | Analyzing the dangers of guessin, 


| P . and the necessity for “finding oy; 
J. JAY O'BRIEN Mr. Martin cited the recently com. 


iene Beach, Fia., April 9.—J. Jay | pleted survey which his organizatio, 
rien, owner of Station WJNO,|).,qae for Kroehler Mfg. Compan 
West Palm Beach and a stockholder into the furniture buying habits ¢: 
bs neo pg leone mre #3 the nation, which has done : uch | 
|tem, died at his home here April 5. : #13 

|He was 56 years old and had long henge Saranare PelEeEnS, 
|been prominent as a sportsman and 
| investment broker. 

Mr. O’Brien’s wife is connected 
| with the Fleishmann yeast family 
|by a previous marriage, and it was 


| 
| 


Explodes Favorite Belief 


This survey exploded the favor. 
ite belief of many furniture dealer 
that their principal competitio; 


‘disclosed last fall upon the election 
,of W. G. Dunnington to the board 


comes from mail order houses, }y 
revealing that 49.7 per cent of furni. 
ture purchases, for the country as 


Newspapers, | 
a weekly. | 


of Standard Brands, Inc., that he 
|represents the O’Brien holdings on 
| the board, 


whole, are made in furniture store: 
27.7 per cent in department store: 
| 6.9 per cent from mail order house 
—_ }and 15.7 per cent from miscellane. 

SELDEN S. BROWN |ous sources, such as antique shop 
Rochester, N. Y., April 9.—Word| secondhand stores, etc. Thus dea 
has been received here of the death |ers were advised to take their ey: 
at St. Petersburg, Fla., of Selden S.| off the mail order catalogs and cor 
Brown, 84, who was secretary and|centrate more attention on depart 
| treasurer of the Rochester Printing} ment store merchandising method 
|\Company, which published _ the! 
|Democrat and Chronicle before it 
was purchased by the Gannett Com- | 


| pany. 
- | tween purchases of major pieces 

ROY CLYDE PROPST | furniture; that only 9.1 percent bu 
| Kannapolis, N. C., April 9—Roy|to replace out-of-style furnitur 
Clyde Propst, 55, president of the| the bulk of the sales being of iten 
| Kannapolis Publishing Company,| not previously owned or of replace- 
| publisher of the Daily Independent, | ments of worn-out items; that mo 
died April 8 of a heart attack. He | than 70 per cent of potential cus- 
had been in poor health for some| tomers consider the purchase f 


Potent Sales Information 


The survey also showed that 3 
months, on the average, elapse be- 


time. Surviving are his widow and| more than one month before the 
three children. buy, with almost 25 per cent of the 

total giving it consideration f 
J. J. EATON more than a year, and that 57 


Birmingham, Ala, April 8.—J. J. 
Eaton, advertising manager of the| 
| Birmingham Age-Herald, and con-'! 
nected with the advertising depart- | 
ment of the Age-Herald and Birm-| ‘ 
ingham News since 1903, died at his a ee See 
home here April 4. He was 58 
years old. 


per cent shopped in more than on 
store when they made thei 
purchase and 10 per cent shoppe 
in more than five stores. 


The survey also showed that se- 
lection and display were the mos 
— important items in selling furniture 
. 46.1 per cent ranking this 
Apex Appoints Sun compared with 45.7 per cent wh 

Apex Chemical Corporation, De-| were most concerned with pric 
= has appointed the Sun Adver- ‘and 34.7 per cent with the store 
ising Agency, Detroit, to handle its | * as te realed 
account. A newspaper campaign reputation. It also +p eats cia 
will be supplemented by other astounding fact that 65.2 per ct : 
media. J. Barlow Murphy is account| did not buy their last furniture ‘ 
executive. the same store at which they mac 


their preceding purchase. Slight! 
Elect Platt Director more than half indicated a pret 

John H. Platt, director of adver- | ©“"°° for buying from displays 
| tising, Kraft Cheese Company, Chi- Completely furnished rooms, Wi 


the other half preferred 
among displays of individual piece 
Re Oe 


on Ge 
Y ino D 


cago, has been elected a director of 
| the company. 
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New Campaign 


Rochester, N. Y., April 10—A 
aim campaign of formidable pro-| 
portions was launched by the 
Fastman Kodak Company with a! 
four-color advertisement on the 
back cover of The Saturday Eve-| 
ning Post of April 13. Copy will} 
appear in a score of national 
magazines and more than 200 news- | 
pape rs In 130 cities. 

ctures to be used in the copy 
will wanna the work of both 
amateur and professional photog- 
raphers. The initial copy in The 
Saturday Evening Post, for in- 
stance, is an appealing shot of two 
youngsters toddling down. steps. 
The caption reads “When a snap- 
shot ‘takes your breath away,’ you 
can be fairly sure it was made on 
Kodak Film.” 

Five successive back covers in 
he Post will be in four colors, with 
wo-color pages filling out the 
schedule A series of two-color 
pages is also scheduled for Collier’s, 
while center spreads will be used 
in Life in May, June and July is- 


- - 


Many Magazines Used 


Among the national magazines to 
¥ used will be American Boy, Boys’ 
oe Cosmopolitan, Country Life, 
Esquire, Field and Stream, For- 
tune, Motor Boating, National Geo- 
graphic Magazine, Nature Maga- 
zine, The New Yorker, Outdoor 
Life, Popular Mechanics, Popular 
Science, Redbook, Scientific Ameri- 
can, Sports Afield, Spur, Town and 
Country and Yachting. Other 
magazines will be added later. 

Although the newspaper schedule 
has not been completed, the cam- 
paign calls for dominating space in 
such newspapers as Atlanta Journal, 
Boston Globe, Boston Herald- 
Traveler, Buffalo Courier-Express, 
Chicago Daily News, Chicago 
Tribune, Cleveland Press, Denver 
Post, Des Moines Tribune, Detroit 
‘ree Press, Detroit News, Indian- 


apolis News, Knoxville News-Sen- | 


tinel, Los Angeles Times, Louis- 

Courier-Journal, Memphis 
Commercial-Appeal, Milwaukee 
Journal, Miami Daily News, Nash- 
ville Tennesseean, New York Her- 
ald Tribune, New York World- 
Telegram, New York Sun, New 


News, New Orleans Times -Picay- 
une, Oakland Tribune, Oklahoma 
City Daily Oklahoman, Philadelphia 
Evening Bulletin, Pittsburgh Press, 


Py rt! 


and a Richmond News- | 


| 
| 


| 


| 
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CHINESE DOG TELLS TALES FOR ALE APRIL LENAGE OF CANADIAN MAGAZINES 

fastman Kodak nm ren, tee Pe, i 

launches Huge = is 2 = 


Nothing beats open fire qood ‘ce \ Total Gro . | — 205.978 
book, bottle of ss ; Commercial Display in Canadian see Papers 


sin 1939 —— 


i o 


Pages Lines Pages Linea 


Ff 
, tFree Press Fr e Farn 14.4 +388 a‘t7.4 41,176 
‘Family Herald & Weekly Star 
enmull - Eastern Edition ° 47 47.51 43.3 43,808 
. Western Ex 769 $4.5 54,604 
i 4 ; 


ii 
‘The Western VP 0 a21.8 24,06 
> hae Sb BEER 7 ALE Farmer's Magazir i ’ 3.3 23,987 
Country Guide & N West Fat " 4 ’ 153 19,5538 
Total Group ' ) 42,54 
° ° tWeekly Maret na ne i ta 
The Drum agency, Detroit, took advantage of the craze for sayings of you-know- Pcl tot ge A ; Shed" ' 


who last month by posting 85 boards in that city for Frankenmuth Brewing Com- aFive les 
pany, each with the same layout but a different message. - —— 


compared with 42,545 in 1939, al- 
Students See Cowden Joins KSFO Canada Magazines| though the Free Press Praine 
A Jack | Cowden, who has been Show 3.4% Loss | Parmer and the Eastern and West- 

N. W. Ayer in . 


active in radio on the West Coast ern editions of the Family Herald 
and in the East since 1927, has|§ bd S |\& Weekly Star showed gains in 
c ti Th | been appointed sales promotion in April Linage | March linage. 
rea lve roes | manager of Station KSFO, San Chicago, April 8.—April linage in | Figures and page totals for the 
(Picture on Page 43) | Francisco. major Canadian magazines declined | individual publications are shown 
Philadelphia, April 8.—The dress | 


° P 3.4 per cent, according to reports to | in the accompi snc table. 
rehearsal of an advertising cam- | Hickok Joins Telautograph | ADVERTISING AGE today. The total 
aign staged by N. W. Ay So ar CKO ormer Vice- | for six blications was 198,935 ; 
— ~- Se ‘ ce tap “4 president and general manager of - sont ny a > a t pee Pes To Seiden, Kuipers 
for 300 Wharton School students St b Time ¢ ti hes compared with 205,978 in 1939. : , 
f the University of Pennsylvania es ie mel tigger see, Two farm monthlies reporting cue Dene, Vester, Ais.. Bes ap- 
v ama) joined the Telautograph Corpora- e] pointed Burke, Kuipers & Mahoney 
last Wednesday night will be re-| tion, New York, as general sales| April linage also showed a loss of | js its national re presentative, effec- 
peated next week for the benefit | manager. 0.9 per cent, with 42,507 lines as tive May 


of the same number from Albright 
College, Temple University and 
Charles Morris Price School, divi- 
sion of the Poor Richard Club. Be- 
gun a decade ago, the program has 


developed from a simple talk on 7 f 
copy to its present “working kit” of see | 


a $250,000 campaign, albeit for a 


mythical product. J | 
The students visited every de- ~~ 
partment of the big agency and se- ba 


cured a grasp of its intricate but 
interlocking operations. The cost to 
Ayer of presenting such a pageant 
is $1,000 or so. While its chief 
recompense is merely the con- 


sciousness of making the business 

executives of the future friendly to | 0 

advertising, a possible by-product sk any motorist how important an expensive car : 
is some of the advertising accounts \ 
which may come under _ their is to good driving. He'll tell you “It’s not the car... \/ 
genesis when they reach the upper : 
reaches of the business world. it’s the driver.” And, mister, that’s just as true in 


Schedule for Honey 


, makin ood engravings. be i ¢ 
The campaign whose birth the BS gravings. Here, at Superior, we 


visitors were privileged to see was 


in thehalf of the Honey Marketers supply our engravers with the finest equipment; but 

of America. With a small appro- 

priation available, the media de- most of all, we pride ourselves on the men who use ) 
partment of Ayer selected Good AY 
Housekeeping and the Ladies’ that equipment! The quality of Superior engravings Xx \r 

Home Journal to reach women and . yy 


The New Yorker to spread the 


speaks best for their ability. We’ve held fast by this , 
York Daily News. N |} news to the hinterland through key ¢ 4 
Daily News, Newark Ev ening | : * 
readers. Business papers on the Bt ° ° one P 
ist ineluded Chein Stove Ase, principle of putting the main stress on ability in 
Journal of the American Medical : , 
Association and Progressive Gro- developing each step in our 
1cer, 
Wallace Elton, assistant art di- 5-Phase Production Plan. That 


Lea der, St. Paul Pioneer-Press, Salt 
Lake Tribune San Antonio Light, 
Seattle Daily Times, Spokane 
Daily Chronicle, Springfield Re- 
publican, St. Louis Post-Dispatch, 
St. Louis Globe Democrat, San 


Francisco Chronicle, San Fran- 


cisco News, San Francisco Call- 
Bu Tampa Morning Tribune, 
foledo Blade, Washington Star and 
Worcester Telegram. 

\dditional space will be taken 


® Cine-Kodak and the Cine-Ko- 

dak Eight. Howard H. Imray is 

ead of the Eastman Kodak Com- 

ising department. The 

“count is handled by J. Wal- 
mpson Company 


issues Michigan Guide 


econd edition of the “Di- 


nan: 
pany ivert 


ous publications to advertise | 


| monotone drawings for The New 


recto f Michigan Manufacturers,” 
ne, ge volume, has just been | 
han head by the Mic higan Manu- 
fact: urer and Financial Record, De- 
‘eo... 8 divided into alphabetical, 
sOgraphical and products sections 


WTAG Now 5000 Watts 
“. “pre on WT, AG, Worcester, Mass , 


pped ‘ 
1000 «eo up to 5,000 watts from 


| rector of Ayer, said Haddon Sund- 


blom would be employed to turn 
out color paintings for the women’s 
magazines, while the more sophis- 
ticated Gilbert Bundy would do the 


is why you can be sure of getting 


a smooth production job when 


Yorker. The lesson wound up with you entrust all the details 
the distribution of completed color eats 

proofs of the advertisements to be to SUPERIOR ... art work, 
used. 


photography, photo retouching, 


Appointed by 


“Boston Transcript” engraving and ad composition. 
Henry S. Woodbridge has been - ; ‘ 
appointed assistant to the publisher Night and Day service. 


of the Boston Evening Transcript. 
For the past 13 years he has been | 
with Raymond-Whitcomb, Inc., most 
recently as general manager. Pre- 
viously he was with Stone and Web- ; 


ter. 
— TE 
Stackpole Advanced a 
E. J. Stackpole, Jr., president of "tin | 
the Telegraph Press, Harrisburg, s | pra 
Pa., has appointed Albert H. “. 
Stackpole, editor, as publisher and +s y 
editor, succeeding the late Edward oh 


J. Stackpole. 


Adds “Telegraph” 1 | (LK 


thent. -'S: installed a broadcasting| DeLisser-Boyd, Inc., has been ap- yb / 
ge ' m ¥ control room appara-! pointed national advertising repre- e v4 
ond new antenna towers and new sentative of the Telegraph, Kokomo, yy, \ Y 
ee Ind ENGRAVING CO V/ 
. pf / 
} : ‘ . P44 J 
215 West Superior Street * Telephone Superior 7070 * Chicago, Illinois f, 
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- Vitamain Cates eran! : — Day Index of Retail Activity in 
on LiquorLabels Packs 5 Cereals | & 80 Important Markets 
Neale re rig 11.—If es . indi- a Based on tote La — peng bir 


you ever expected to blame morn-| vidual 
ed ing-after hangover on a fervent de- 


cereal package, originated (Copyright, 1940, by Advertising Publications, Inc.) 
many years ago in response to de- 


sire to imbibe vitamins you’d better| mand from restaurants, and since 


forget all about it because the Fed- confined almost exclusively to See eeeeee eee | | | | BERGE | y 
eral Alcohol Administration has just) that field, has at last been made ] a 7 TTT == 
turned thumbs down on references | available to housewives by Gen- sa TTT ttt + Th 
to vitamin content on the labels of | eral Foods Corporation. The small +20 T ~+ + | Peta {i} ; i 
alcoholic beverages. package, however, is being sold +15 en ae | mame + t } Seen an “ 
Pointing out that the FAA has!|only in combination with other | _A 
received applications for approval| cereals made by the company +10 a ie i “ NAN Tr eT .rt tt $4.79 F 
of such labels, Administrator W. S.| through development of ‘Post +5 — —+ft \ tt} + +4 $+ 7 4 J — 
Alexander asserted that “in view of| Tens,” a container holding ten LAST _ | ‘REPT 
the widespread sale and use in the| packages of five products—Grape- YEAR | 4 | | | | 1 {| pUBLI 
medicinal and dietary fields of rem-| Nuts Flakes, Post Toasties, Grape- -s ; a | ee ie ® | ; TT. rt Tt Tree rr expe ; i 
edies having a vitamin content, the} Nuts, Huskies and Post’s 40 Per ad TTT ; rreeanene tt wants 
Administration is unable to avoid | Cent Bran Flakes. -1S -- - +++} —-++-+-4+ + 1 ead n 
the conclusion that vitamin refer-| While prices vary according to -20 = aici Reese geereee tee 
ences on any distilled spirit, wine | competitive conditions, the usual - oe oe ae =a ee +4 rue! 
or malt beverage label will lead a| charge made by retailers for the ae SE Ro ‘aos .2 8 and ¢ 
substantial number of consumers to|new combination package is 23 : merch 
believe that consumption of the) cents. —TTretrrrt TT rT ong 
product on which the label appears | “Post Tens” is actually a skele- eee SELASSIE TNO Staaten = gE you're 
will be of curative or therapeutic | ton package, welded into a unit by JANUARY FEBRUARY MARCH ‘ yon 


ative or c APRIL MAY JUNE = JULY. ~— AUGUST =—SEPTEMBER OCTOBER NOVEMBER DECEMSER Box 2 
benefit due to its vitamin content.” |use of cellophane, which permits =—= 
In all instances where the issue has| the inside container to be readily 

been raised, he added, the FAA has| identified. 


%™ Gain % Gain pas" 0 
, . CO 
; : : : = : 14-Week 14-Week 14-Week or Loss’ or Loss AC 
ruled against vitamin claims on| The outside wrapper urges the Period Period Period 1940 1940 Week Week opel 
labels. consumer “to enjoy a_e different Ended Ended Ended over over Ended Ended Suen 
Mr. Alexander observed, how-| cereal every day,’ adding that the Apr. 9, 1938 Apr. 8, 1939 _ Apr. 6, 1940 : 1938 =—_ 1939 Apr. 8, 1939 f Apr. 6,1940 Loss or pr 
ever, that there are some bona fide | new method was devised for the aren, 0. - ee 3,347,276 errr 2,455,262 — 26.7 6.6 198,678 173,520 > year 
; 4 ve i ae 2,200,972 2 4s 2,047,175 7.0 3. 96,267 7,678 be joove 
preparations on the market for tonic| special benefit of small families, perewed > yttett wirgty eh @ ; ae eyed aaa aie in je 
. . . } i 4 a, a. . ,409, o sR i,e 928,200 >. we wd «VV, yd D 
and special dietary uses where vita-| where each member prefers a dif-| “Atlanta, Ga. 3,982,412 4,452,084 3,866,170 29 —13.2 352,226 319,844 ma 
min claims are permissible. ferent cereal flavor. All of the] Baltimore, Md. 5,857,378 5,601,740 5,747,460 1.9 + 2.6 485,103 477,154 An id 
oo five products are ready to serve] Birmingham, Ala 3,303,818 3,390,982 3,672,284 +11.2 +8.3 281,694 282,618 — 
= = i -e «+ | ®Boston, Mass. 1,976,449 5,081,270 1,968,764 0.2 a2 459,056 421,74¢ " 30X 
° without cooking, the housewife is ’ , ’ , r 
Fluss Joins Ahrend ’ Bridgeport, Conn. .. 2,326,038 2,448,096 2,608,480 +42.1 6.6 222,068 208,404 ; — 
Felix F. Fluss. formerly secretary aaianae ‘Buffalo, N. Y. ... 1,335,226 3,906,126 3,039,741 16.1 6.8 366,968 311,710 nar 
: : Prt ae ee nigra. —— — Camden, N. J WS7,858 983,988 1,443,560 + 46.1 46.7 85,180 123,204 4 
of the Association of Publicity and P Gedar Rapids, Ia 1 205.400 1.231.004 229.171 , ; Sea “i8i 136 99,42 / 
ane rg oe! agen —_ Six Months’ Grace Charleston, W. Va. 2'871,961 694.335 2,531,992 11.8 5.0 240,569 210,16! ii 
jJoine 1e Sales division oO . . s ‘Chicago, 11] S.496,284 7,801,772 7,413,902 12.7 0 720,447 679,508 D a 
" Ahrend Company, New York, direct on Liquor Monopoly Cincinnati, O 1,162,833 4,263,459 1,216,588 + 1.3 1.1 390,507 353,767 
mail. Mr. Fluss was editor of The Chicago city council has de- | Cleveland, © 5,036,016 1.569.052 1.835.600 1.0 5.8 264,794 395,323 ‘ St 
Photo-Sport, a European magazine,| ferred until Oct. 31 the effective | Columbus, © ,508,831 P493.a92 79 as 205.747 ~~» 81,817 * 
and publisher of four business date of an ordinance banning the | Dallas, Tex. 5,619,897 5,343,879 5.0 1.9 475,008 455,178 St 
te: papers circulated in Europe. sale of liquor and beer in drug, | Pavenport, Ia. 2,345,862 2,459,520 7 ~4,8 202,510 239,064 Pe 
ste grocery and department stores. sn tag 0. 3,455,566 3,625,052 2.4 4.9 295,316 325,200 the 
pa * e > '@ ) 9» 95@ o¢ , 99 Qe7 a 5 4 9 a5 76 . 
‘f: The ordinance, passed in 1939, Denver, Cole 2,356,829 2,192,937 7.0 189,695 187,54 ers. 
WP. MAILING SERVICE was to have become effective April | Pes Moines, la 1,711,661 1,757,165 0.1 ~ 2. 151,848 146,540 simf 
Pte Pie 30 Detroit, Mich 5,181,966 5,309,562 10.9 2.5 464,697 434,554 stim 
cs . El Paso, Tex. ....... 2,674,056 2,770,936 0.1 + 3.6 207,858 202,24 2 adie 
Ms. Multi ; li ; a eee Erie, P 2,490,322 262.508 3 f 219,548 24,86) ad\ 
| ultigraphing — Filling-in ‘ rie, Pa. ......0+6. 2,490,320 2,363,5 4 5.1 219,545 124,! 
hoe. or & ° & Fall River, Mass 878.994 879,279 5.0 + 0.1 76,154 72,084 men 
"ais Addressing - Mimeographing owen ;0ins : —- -— - ————— 
ha Vernon Bowen, formerly with oo owees 2,166,338 2 208.416 12.6 1.9 184,56 ; vert 
, i cate aia: Sal “ort Wayne, Ind, 2,771,944 2,736,496 2,777,348 0.2 1.5 234,402 Clut 
THE LETTER SHOP, Inc Ralph H. Jones Company, has joined | *°F : 17 36,496 177,348 : 1.1 35,522 3 1 
, * ae | the copy department of J. M. eneys ind. ...... a 1,418,985 1,429,496 1,050,682 rl.s + 10.9 127,066 128,46; - worl 
440 So. Dearborn St. Wabash 8655 Mathes Ir . Mew York Grand Rapids, Mich... 2,295,286 2,289,230 ? 370,667 + 3.3 + 3.6 186,368 175,118 , 
CHICAGO athes, Inc., New York. Greenville, 8. C. -++» 1,624,759 1,679,939 1,872,422 +15.2 0 +115 186,212 146,440 2 cont 
souston, Ble Sisiaesacs Sap Qaee 4,274,986 1,794,620 +149 +12.2 ~ 396,578 ~ 857,602 Aca 
" ndianapolis, Ind. ...... 4,158,670 4,141,324 1,527,558 + 8&9 9.3 355,264 IBS B60 it W 
% Jacksonville, Fla. ...... 2,277,086 2,373,868 2,470,832 + 8.5 +4.1 202,888 182,544 Schi 
Jersey City, N. J. ...... 540,052 543,793 545,944 +1.1 +04 47,240 87,29 15.9 
Kansas City, Kan, 637,875 675,444 771,820 + 21.0 +14.3 65,856 77,14 Tl 
Knoxville, Tenn. . . 2,770,636 2,784,738 2,832,116 2 iil 234,682 272,30 
rg cane Ark. 2,355,768 2,338,910 2 1.2 0.5 194,894 176,02 vert 
os Angeles, Cal. ... 6,119,897 6,772,193 + 14.5 + 3.5 568,639 572,09" mar 
F E B 2 5 | Louisville, Ky. ........ 3,653,370 3.704.562 , 7 220 230 TY ET ; 
‘ l 9 4 0 } ’ : ’ sod 3,404,562 1.3 2.4 330,23 3 adv 
: Lynn, Mass. te eeees 2,120,090 2,146,760 1.5 ay | 202,986 153,91¢ . “8 
| Manchester, N. H. .. 1,041,830 999 19 ee eee “rr . ion 
; 041,83 999,120 5.2 1.2 0,728 : 
| Memphis, Tenn. ..... 2 882.250 3,073,910 99 4 14.8 308.140 4 tion: 
j *Milwaukee, 2. oe 4,039,565 3,915,738 3.3 + 6.5 332,788 262,93 : gra\ 
“Minneapolis, Minn. . 3,587,543 3,635,803 $.9 —10.1 310,869 274,68 Chic 
C I R 4 U L A T I oO N | Nassau County, L.I., N.Y. 561,400 639,32 -1.0 13.0 70,322 48.011 the 
New Bedford, Mass. ... 830,760 792.162 PS ters 2 ~ 91,736 64,316 ‘ er 
New Haven, Conn. 2,401,994 2,390,136 1 3.6 4.1 198,688 195,675 — 
WiLL | New Orleans, La. .. 4,927,118 5,124,092 +8.4 4.3 401,547 489,46" wor 
New York, N. Y. ...... 16,198,473 15,688,844 1.6 1.5 1,312,084 1,271,5¢ van 
} ; sreesiyn, N. Y os 1,397,260 1,102,841 31.9 13.7 92,865 8$1,76¢ out 
As definite a place as Miami itself, Norfolk, Va. ........ > 412.942 2,483,068 +43 44 198.562 OO.R1¢ For 
forging ahead with solid growth and Oakland, Cal. . .° 1,964,596 2,057,393 19.8 +14.4 158,742 197,841 ine 
| *Oklahoma City, Okla, 3,110,646 2.568.090 ~34.1 20,2 173,068 177,335 : mer 
unprecedented business volume. Ask |Omaha, Neb. es 1,586,351 1.503.215 Lb 4.0 126.756 128.174 T 
i Peoria, Il. aene 2,684,116 2,835,805 7 220,346 259,340 vet 
any recent visitor. Compare these ' . rT 2,684,116 2,835,809 10.6 4.7 220, 259,3 sign 
Philadelphia, Pa. 7,269,501 7,454,324 _ 7,516,776 +3.4 +0.8 583,495 _ 540,724 
a 2-year figures with any paper in any Phoenix, Ariz. 2.118.638 1,985,662 2'945,180 6.0 + 13,1 149,394 164,948 at I 
z city. Florida’s leading paper merits a | Pittsburgh, Pa 5,740,224 5,364,632 623.030 ae | 4.8 447,468 460.474 : Min 
. place on your summer schedule. Portiand, Ore. ......... 2,954,818 3,289,435 2 768,454 6.3 15.8 261,576 248,458 sche 
ii Reading, Pa. 2,600,307 2,593,955 2,744,246 ; 5.8 216,906 216,56¢ é 
e , Richmond, Va. ......... 3,226,944 3,356,640 3,168,284 1.8 5.6 264,012 -260,064 aie 
Nat se eA 3,799,255 3,943,595 1,026,567 + 6.2 +2.4 315,681 298,487 
ockford, Il. . . 2,027,031 1,950,718 2,157,302 6.4 10.6 157,906 187,44 
mr, FEBRUARY, 1939 . Rock Island-Moline ... 2,306,192 2.051.812 2.123,936 7.8 + 4.0 176,890 217,351 
= ' Sacramento, Cal. 1,994,994 2,170,056 2,001,076 0 7.8 174,986 148,94! 


104,839 


San Antonio, Tex 


. 1,637,541 1,901,381 ~ 4.947.173 + 18.9 94 ~~ 911,490 157.245 
"San Diego, Cal 


: , 1,249,068 3,360,876 653,968 “17.4 20.2 279,790 209,7 
Seattle, Wash. ... 2,423,022 2,827,590 3,161,088 30.5 +11.8 216,678 tet 
South Bend, Ind. 1,875,335 1,446,308 1,361,635 27. 5.9 115,023 122, 
‘Spokane, Wash. 1,944,026 1,854,298 1,694,770 12.8 8.6 145,026 58S. 
FEBRUARY, 1938 St. Louis. Mo 4.901.935 4,821,565 1848.540 = 1.1 0.8 398,630 ~ 397,04 f 
‘St. Paul, Minn. 3.400.704 2,734,840 * 414,802 14.3 ~ 6.5 241,208 39,34 
4y G 0 0 "Syracuse, N. Y., 1,108,632 1,311,891 1,806,651 +63.0 437.7 120,064 170.8" is 
y Tacoma, Wash 1,541,960 1,605,240 1,773,294 $15.0 +16.5 133,336 pled 7 
Tampa, Fla. ..... 1,657,754 1,779,946 2,217,166 +33.7 +24.6 158,844 a 
Toronto, Ont., Car 4,711,614 1,489,585 1,255,449 9.4 O.2 355,489 as 
Troy, N. ¥ ad te 997,248 1,050,646 1 OTE.R66 + #0 2.5 94,570 ; y 
Tulsa, Okla eas . 2,401,316 2,280,938 2,490,152 + 3.7 ~4.6 203,882 04,45 
Washington, D. C 8,889,403 889,904 8,983,228 +1.1 1.1 741,913 Li 
Youngstown, O. ... 2,132,327 1,892,114 2 180.919 +2.3 15.3 168,931 -« 
Total 249,895,104 248,268,709 251,040,061 + 0.5 +11 21,060,228 50,08 
7 1 Akron Times-Press discontinued Aug. 28, 1938. S Spokane Press discontinued March 18, 19 
= 2 Linage of Daily 
; ) 


American now combined with ® St. Paul Daily News discontinued April °° 


= Record 10 San Diego Sun suspended publication Nov 
% } Buffalo Times discontinued Aug. 1, 1939. 11 Atlanta Georgian and Sunday America! 
> ] 4 Chicago Herald & Exam. discontinued Aug. 28,1929 lication Dec. 17, 1939. 
5 Milwaukee News discontinued Jan. 14, 1939. 12 Linage of Syracuse Journal, now ! 
. Oklahoma News discontinued Feb. 24, 1939. Herald, eliminated from 1938 and 1939 tot 
7 News-Times discontinued Dec. 28, 1938. 13. Minneapolis Star and Journal merged Aug 


Magazine Changes Name 

_ Because of the similarity of the 
title Good Healthkeeping to Good 
Housekeeping, Joe Bonomo Publica- 
tions, Inc., New York, has changed 
the name of its new magazine to 
Healthkeeping— The Self Better- 
ment Magazine. 


Morgan to Crosley 

Duncan J. Morgan, formerly 
head of the market research de- 
partment of American Gas Service 
Company, Pittsburgh, has been 


placed in charge of market analy- 
sis of the 
Cincinnati. 


Crosley Cerporation, 


‘Seagram Promotes Mosley 
| George E. Mosley, former: supe 
visor of advertising, has bee" } 


|moted to the position of ‘ _< 
director of advertising and * 


‘promotion of Seagram Dist! 
| Corporation, New York. He 
|with Seagram since 1935 
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The rates for this department are as follows: 
“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge §1. 


“Help Wanted,” 


cash with order. 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


Alexander Hails 
‘Cooperation of 
Liquor Industry 


New York, April 11.—The cooper- 
ative spirit evinced by the liquor 
industry was praised here today by 
FAA Administrator Alexander, fol- 
lowing submission of a program for 
enforcement of existing statutes by 
a committee representing leading 
distillers, rectifiers and importers. 

The committee enunciated what it 
believed to be objectives of the 
FAA, citing as the keynote of this 
credo that it “is primarily a con- 


“Representatives Wanted,” and 


Terms 


REPRESENTATIVES AVAILABLE 


pUBLISHER’S REPRESENTATIVE— 
experienced advertising space 

n. wide acquaintance, N.Y.C. Office. 
nt Eastern representation of 
ading publication, commission basis 
Box 2083, ADVERTISING AGE, N. Y 


PROMOTION CREW AVAILABLE 
Four men, headed by an aggressive 
and experienced National accounts 


Ssaies- 


verchandiser, now in action in N. Y 
and retail food field. will be 
for new assignments May 1 If 


looking for speedy results let's 


POSITIONS WANTED 


ACCOUNT EXEC. or AD-MANAGER 
1 young but seasoned ad-man, 
shirt-sleeve worker who'll 
midnight oil for an agency 
or progressive manufacturer. Twelve 
ear suce record covers manuf'r, 
retailer, dept. store. ‘““Majored 


Here s 
4 creative 
yurn the 


ess 


ewelry, housewares, electrical 
appl. sporting goods. Handles own 
visuals, copy, production, promotion 
An ideal account exec., idea man, or 
admer. for manuf'r. Will travel. 
Box 2091, ADVERTISING AGE, N. Y. 


sumer statute in that it deals with 
advertising, labeling and monopolis- 


POSITIONS WANTED , : os 
age Ne % —_ tic control of retail outlets. 


Is there a top-flight admanager pres- 


Salary no obstacle. 


Box 2093, ADVERTISING AGE, N. Y 


ent?—A man who by virtue of past “In administering the act,” the 
results considers himself a fine |, Te . “ sae li 
craftsman, recognizes merit, is not committee continued, “these objec 
afraid to share his experience, and | tives should always be kept in mind 
under whom it would be an honor to|/and the enforcement of the act 
serve. Lam 26 yrs. old, now employed, | 
have had 3 yrs. agey. exp. in indus- should look toward the accomplish- 
trial and consumer adv Have real ment of these objectives. It is con- 
ability (not imaginary), and would]... a : eee ; > 
be a capable assistant to right man |sidered that the act is not an 
| 


attempt to regulate 
| inter-industry 


the details of 
competition.” 


= oo . att AHI __.| Emphasizing the protection of 
“PHOTO” POST CARDS Bee: mies Tera sisi 
Newest, most economical method of consume! interest, the industry 


displaying any product. 
prices on request. 

Hamilton, Ohio. em 
cea ~~ MISCELLANEOUS 
Sparkling Mailing Pieces! Reproduced 


Samples and |} 


leaders declared that seven specific 
Graphic Arts, 


evils should draw the attention of 
all law enforcement agencies and 
should take precedence over other 


by Laurel's Improved Photo Offset regulatory activity. These evils 
No Cuts! No Typesetting! Economical | were listed as follows: 

process brings attractive illustrated . : : r F 
booklets, folders within your budget. Shipment of liquot into dry 


500 (8%x11) copies $2.63 

| Additional 1000's 22c 

All sizes supplied. Send for descrip- 
tive manual. In Metropolitan N. Y. re- 
| quest representative. WAlkKer 5-0526. 
Laurel Process, 480 Canal St., N. ¥. C. 


states; monopolistic control of re- 
tail outlets; tax evasion, illicit man- 
ufacture of liquor, or substitution 
or refilling; the lending of money 
} to, or the guaranteeing of loans of 


"27" Advertising 
Display Features 
St. Paul Program 


St. Paul, April 10.—Displays of | 


the work of the 27 Chicago design- 
ers, whose association is known 
simply as “27,” maintained their 
stimulating place in the world of 
advertising design and art treat- 
ment in the first annual visual ad- 
vertising display of the Advertising 
Club of St. Paul April 4-5. The 
work of the Chicago artists will 
continue to be shown at the Mills 
Academy here until April 13, when 
it will be moved to the Minneapolis 


School of Art to be shown April 
15-20 


The two-day program of the Ad- | 


vertising Club of St. Paul was 
marked also by 60 exhibits of visual 
advertising by St. Paul organiza- 
tons. Harold Gibbs, Chicago, na- 
tionally known advertising and en- 
graving authority, told how the 27 
Chicago artists met the challenge of 
the business depression four years 
ago by producing a booklet of their 
work which electrified and 
vanced advertising design through- 
out the country. W. J. Cameron, 
Ford Sunday Evening Hour com- 
mentator of Detroit, also spoke. 
The work of the 27 Chicago de- 
signers had already been exhibited 


ad- | 


retailers; illegally influencing retail- 


si i] 90_Mayv 2: Dav 
tising Club, April 29-May 3; Dayton, ers’ purchases through their em- 


Sduention ficheel of the ‘University ployes; sales to minors or to intoxi- 
| a Maen - ose 19 94.| cated persons, and immoderate use 
jot W oe Madison, May 13-24; | of alcoholic beverages, and sales to 
eee oe art at |any outlets conducted in such a way 
and Baltimore at later dates. "or | a SO Be RREES Guesis interest. 


’ - 
Call-Bulletin’ 
| publisher of rls ra Magazine, will Buys Site for 

lissue ¢ Ww ication, Baby C ’ ’ 
Manual, to be dietstuaes ry seethers | New Factory 


of newly-born children in leading 
| hospitals from coast to coast. James 

| A. Townsend, San Francisco, Pacific | !@rgest local real estate deal in 15 
coast representative of Parents’,| years, the San Francisco Call-Bul- 
has been appointed representative | letin acquired the site for a new 
|for the new publication and also} plant at Howard street and Holland 


Publishes New Magazine 


| Parents’ Institute, New York, 


San Francisco, April 11.—In the 


|Pacific coast representative for)|court, and announced that it will | 


| School Management, published by a | 


| cumeliiaae af tea Gain | push construction so that it will be 
subsidiary ¢ 1e s >. 


able to celebrate its 85th anniver- 
| sary, Oct. 8, in its new home. L. J. 
Raymond Levy Adds Three Burrud, vice-president of the 
Sidney Handler, formerly with|Hearst Sunical Land & Packing 
| Metropolitan Advertising Company, | Corporation, surveyed 100 sites be- 
|has joined Raymond Levy Organi-|fore choosing that finally bought. 

zation, New York, as contact execu-| The Call-Bulletin’s new quarters 
|tive on real estate accounts. Other | wil] represent “a functional factory 
additions to the staff are Charles 


‘Stuart, art department, and War |for the production of news.” As 
Zz « » « « » « re - “= ‘ . enim qi . t ‘. a 
iren Horn, production department. this nae Sue sts, it will be de 
The agency will move to larger signed primarily for even greater 
|quarters at 400 Madison avenue. acceleration of service to readers 
and advertisers. Only two stories 


will be above ground, this concept 
permitting adoption of the “horizon- 
tal plane of production,” eliminating 


‘Southward to Agency 

Chile Southward has resigned as 
executive secretary of the Chicago 
| Federated Advertising Club to join 


man 


quirements. 


Chicago. 


$1,000 IN CASH PRIZES 


for the best plans for improving relation- 
ship between Advertisers and Consumers 


Offered by Advertising Age 


No rules—no regulations—no eligibility re- 


Submit entries before May 31 to Contest Sec- 
retary, Advertising Age, 


100 E. Ohio St., 


House Committee 
Gets Pros, Cons 
of Patman Bill 


em Sas 


procession 


Washington, 
After a long 
representatives had passed in 
view before the House Ways and 
Means Committee, damning chain 
stores as the source of most of this 
country’s business troubles, the 
committee got the other side of the 
picture today. Two fruit growers 
praised the work of the chains in 
marketing agricultural surpluses 
in the most glowing terms 

Today’s witnesses before the Pat- 
Bill committee were John H. 
Rice, former president of the Mas- 
sachusetts Fruit Growers 
tion, and Rory. Collins, 


April 11 
of retail 
re- 


Associa- 
represent- 


|ing the State Farm Bureau of Ore- 


vertical floor-to-floor loss of time.| 80vernment 


} 
| 
| 
| 


Harry Atkinson, Inc., as contact | -2e new plant will boast 77,000 | 
oh rtland, Ore., and after leaving | man. He is succeeded . by Glenn | square feet of floor space, com-| 
Minneapolis it will follow this | 1, Hammer, formerly with Lansing pared with the 49,000 available at 
schedule: Bloomington, Ill., Adver- | B. Warner Insurance Company. present. 

Will Be Ninth Home 
The new building will be the | 


ninth home of the Call-Bulletin since 


the Montgomery Block in 1885 and 
five printers started the old Morning 
Call, named after a stage play, in a 
dusty second-floor room of the old 
| “Blue Wing” of the Revere House 
'on Montgomery street two months 
jlater. The Call became an 
noon paper in 1913 and soon after- 
ward bought the San Francisco Post, 
the paper becoming the Call-Post. 

In 1924, a group of San Francisco 
business men acquired the Bulletin, 
which was bought five years later 


DewiTT 


OPERATED 


Call-Post. 
under the 
1929 


The two papers merged 
present style Aug. 29, 


Pyrene Appoints Weed 


H. B. Weed has been appointed to 
succeed Major James P. Bradner as 


manager of the Pacific Coast divi- 
sion of the Pyrene Mfg. Company, 
Newark, N. J 
will be at 
Francisco 


His headquarters 


977 Mission street, San 


James King founded the Bulletin in | 


after- | 


by William Randolph Hearst, who| 
meanwhile had also purchased the | 


gon. Mr. Rice 
chains saved many apple 
from bankruptcy after the New 
England hurricane last year by 
marketing the large crop of bruised 
apples. Mr. Rice estimated that 
the chains spent $500,000 to rescue 
the growers from their dilemma. 
Mr. Collins said that chains have 
saved apple growers of the North- 
west from extinction despite the 
loss of foreign markets by featur- 
ing apples in their advertising and 


testified that 


growers 


nurturing domestic demand in 
other ways. 
Views of Independents 
Some hard charges were made 


by the retail representatives earlier 
in the week. Rowland Jones, Jr., 


Washington representative of the 
National Association of Retail 
Druggists, said that poverty was 


unknown in this country until the 
advent of chains. He said that de- 


velopment of large-scale retail 
enterprises has put constitutional 
itself on trial. Mr. 


the | 


Jones charged that chain store mer- 
chandising puts the burden of “hid- 
den costs” on business. 

C. T. Habegger, treasurer of the 


Winner, Ind., International Asso- 
ciation of Garment Manufacturers, 
also asserted that the economic 


struggle in this country is compar- 
|}able to the fight for religious, po- 
| litical and educational freedom. 

Frank P. Stewart and B. W. 
Reuark, speaking for the Motor 
and Equipment Wholesaler Asso- 
ciation, complained about competi- 
tion from large oil marketers and 
said they too should be classified as 
chains. 

Representative Patman and Rep- 
resentative Celler engaged in a de- 
| bate on the former’s chain store 
death measure over Mutual Broad- 
| casting System Monday night. Pat- 


man charged that chains were 
ruining the farmer. Celler called 
the Patman bill confiscation in its 
| worst form. 


|Issue Monthly for China 


With all profits dedicated to medi- 
|cal and refugee relief in China, the 
| first issue of China and Asiatic Af- 
fairs, monthly, has been distributed. 
|Miss Chiu Chun-Mui is editor; Sun 
Eng, advertising manager, and Lieut. 
Colonel Harold E. Hartney, associate 
editor. Distribution will be made 
from the office at 445 W. 21st street, 
New York, through restaurants, 
laundries, Chinese antique and art 
stores and cafes in this country and 
| Canada. 

} 


'PNPA Opens Doors 

By-laws of the Pennsylvania 
| Newspaper Publishers’ Association 
have been revised so that out-of- 
state newspapers may belong to 
the association if they also belong 
to their own state associations. 


ConerstBeshions 


Annually CONGRATULATIONS 
opens the doors of over 300,000 


young families. 


It is an 


Pe 


orderly 


PRINTING 


MEMBER OF ADVERTISING 


FAITHORN CORPORATION 


TYPOGRAPHERS ASSOCIATION 


Ad-Setting + 
500 SHERMAN STREET - CHICAGO 
TELEPHONE WABASH 7820 


Advertising Typography 


is far more than just typesetting... 


art that has been developed 


by advertising designers and typog- 
raphers in the last twenty-five years 


a very definite technique of 


handling that has been developed, 
bounded by basic laws of space, mass, 
and color, a pattern if you please that 
has been found to be most effective 
in creating attention by having fine 
appearance and inviting reading 
by presenting the message in an 


fashion that is easy to read. 


OF AMERICA 


Engraving + Printing 


AS 
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mitted for testing in 1921, gained| softened before the advertisement | of approval for its products, and 


Good Housekeeping approval, and has since been re-| went into print. endorsed Good Housekeeping’s 


tested at intervals, he said. Sal Supplying an answer to testi-| testing facilities as adequate for 
Hepatica has been submitted twice,| mony placed in the record during} the job attempted. 


H j R n s |but approval has not yet been|the FTC’s part of the case, he tes- During cross examination of Mr. 
earing e-ope $; gained. Mr. Bristol explained that| tified that a circulation and rate| Russell by Mr. Fort, the names of 


Good Housekeeping’s objection to|study of Good Housekeeping by|Consumers’ Research and Con- 


this product stems from the adver-|the ANA group showed that while|sumers Union of the United States 
men on an tising claims made rather than the| its rate-per-page-per-thousand dol-| entered the proceedings for the first 
product itself. lars is higher than major competi-| time when the witness volunteered 
(Continued from Page 1) “Good Housekeeping enjoys aj|tors, this is explainable by the 25-|the statement that certain organi- 
rery hi andi i > ice. ations giving approval for 100 or 

sh . ment suci _|very high standing among other|cent price za 
eo fon publishers, advertisers and agen- Two agency men, James M.|more items from cosmetics to auto- 


In lauding the magazine for its cies,” the Bristol-Myers executive | Cecil, president of Cecil & Pres- mobiles do not have adequate engi- 
sound practice in rating products in declared. “Its reputation among brey, and John Cole, vice-presi- | neering facilities for making such a 
only two ways, satisfactory or un- women’s service magazines is of|dent of Abbott Kimball Company, wide variety of tests. “Their ap- 
satisfactory, ‘de pointed out that the highest.” | told of their experience in placing | proval or disapproval wouldn't 
one conclusion of the Harvard Copy Claim Modified advertising for clients in Good mean anything to me,” he sald. eon 
study was that no further divisions : : | Housekeeping and seeking approval | Digges brought out on redirect ex- 
be made. | Gordon Cole told of Cannon) of products. Both praised the “high| amination that CR and CU were 

Testifying as to his actual ex- Mills’ experiences with G00d| standing” of the magazine. the organizations referred to earlier. 
perience in seeking seals of ap- Housekeeping and also of his ac- Four of the week’s witnesses 
proval from Good Housekeeping | tivity as chairman of the magazine | . were placed on the stand to offer 
over a period of years was Lee 1, | committee of the Association of| Westinghouse’s representative| rebuttal testimony to that given 
Bristol, vice-president in charge of | National Advertisers. He said that | was William J. Russell, manager ' 
advertising of Bristol-Myers Com- | a recent copy claim made for Can-| of engineering at the Mansfield, O., who claimed that Whirl-Dry wash- 
pany. non sheets had been questioned by| plant. He told of his company’s|ing machines, formerly manu- 

Ipana toothpaste was first sub- | the magazine, and the claim faosch bowl to gain the magazine’s seals! factured by a subsidiary of Win- 


Testing Agencies Mentioned 


j months ago by two FTC witnesses. | 


annually, a per capita buying power 
er than\national averages. 


yy 


IT NEVER OCCURRED 
TO US BEFORE 


It's fun to be fooled but not when buying radio 
time. A trade journal sort of landed a solar plexus 
blow to our complacency recently when it claimed 
advertisers can't remember call letters of radio 
3 stations .. . that time buyers find it impossible to 
= associate the call letters with the city in which the 
station is located... . 


KFIi——LOS ANGELES — KECA 
Maybe we're too close to the picture, but we 
had the idea that whenever any time buyer thinks 
of Los Angeles and the 3rd Major Market, he 
thinks of KFl and KECA. 


KFi——LOS ANGELES — KECA 


Yes, maybe we're too close to the picture, but 

‘ maybe we have a reason to believe that time buy- 
ers, national, regional and local think KFI and 
KECA, Los Angeles, when they think of radio in 
Southern California. 


KFi——LOS ANGELES — KECA 


And our reason? Well, that's mighty simple. . . 
KF leads any network station in this area in num- 
ber of commercial commitments and KECA (that's 
the NBC Blue in Los Angeles) is in third position in 
number of sponsored weekly quarter hours for 
ony network. 


nd 72.8 per cent more economical than the most expensive 
thern California station as these S R & D S figures indicate. 


Basic 144 Hour Night 


Rates of Five 
Southern California Stations 


KECA.... $ 62.50 
Next Station 80.00 
Next Station 120.00 
Next Station 190.00 
Next Station 230.00 


But just to refresh your memory 
{and ours) in 


LOS ANGELES 
And Southern California too, it's 


KFl and KECA 


hy Two major outlets for the 3rd Major Market 
Low Rates — Complete Coverage 
Listener Preference 


FREE & PETERS, INC. 


KECA National Sales Representative 


id 


NEW PUBLISHER 


} 
| 
| 


Wilford H. Fawcett, Jr., who has been 

elected president of Fawcett Publics. 

tions, Inc., succeeding his father, who 
died recently. 


|chester Repeating Arms Company 
were unsatisfactory. ; 

Among these was John y 
Wicht, now manager of Gener, 
Electric’s home laundry division 
but formerly vice-president 
Whirl-Dry Corporation. He claimed 
that these washers were “equally vt 
as well constructed” as any on the " 
market today. ie 

Others who testified on the 
merits of these washers, no longe ! 
on the market but once sold bear- ¢ 
ing the Good Housekeeping sea 
of approval, were Miss Mildred A WALS! 
Nichols, director of home econom- 
ics, Graybar Electric Company, 
and Eugene B. Connelly and W. T 
Gardiner, officials of Quick Service 
Electrical Company, Pittsburgh, 
which now makes washers to the 
same specifications as the Whirl- 
Dry. 

Hearings will continue _ here 
through next week. Thereafter it 
is expected that a week’s interval 
will elapse before another week's 
hearings are opened in Chicag 
Further hearings will also be held 
in Washington and possibly othe 
cities. 
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Name Howard Ford 
Award Winner Today 


The winner of the fourth Howard 
G. Ford award, sponsored by the 
National Federation of Sales Execu- 
tives and given for “outstanding 
contribution in 1939 to the science of 
distribution,” will be disclosed at the 
annual dinner of the Sales Managers 
Association of Philadelphia at the 
Bellevue-Stratford hotel in Phila- 
delphia April 15. 

New officers and members of th 
executive committee of the associa- 
tion, who were nominated withou! 
opposition, will take office at the 
dinner. The new officers are 
president, Harold J. Cowell, Lea & 
Febiger; vice-president, George B 
Beitzel, Pennsylvania Salt Mfg 
Company; treasurer, J. Leroy Smith 
W. B. Saunders Company, and sec- 
retary, Howard G. Ford, Hoet! 
Studios. 


—_ 


Dll ele | 


1 ! Waiki 
vy 
KD 
slour ROSES “ 


| 

! 

| 

| 

| 

| 

| 

ent | | 

Foc = Chet: Mreetmen ttgetne Th¢ | 
Cnecgeatte ogy were ee ~ 

| 

! 

| 

! 

| 

| 

' 


| 


| DISPLAY IDEAS 


1BY CRYSTAL 


COMPLETE SERVICE 


' 

| 

ry UNDER ONE ROOF 

1 COUNSEL - DESIGN « FABRICATION 


CRYSTAL MFG. CO. 
CHICAGO + NEW roe 
1728 Orvertey Beg - 7 East ana s 
ecu 


» ety ee | e %, at : ip Re Bees i. ee ; sie he ni ene ee oe cc Hey eae aver | eS, 5 és : 2 ; 
| ee a aap! 
bai Pes: ; a. 
ee ae & ad iy P 
oT =a 
" ae + ~ 
ph: a | 
ma oy } 
par ee | i 
me tt 
| 4 
4 e 
ee | ag ) 
“a , ~@ AUDIENCE .. . Time buyers consistently rate KECA third in 
} ¢ \-\5 ay AN Ries station popularity in the 3rd major market of Southern 
| -\? a) om . ‘ 
; ENG \elet fb fy California. 
ip “tnd So " fi ? i! 
* Fd 4 Y . we : . o ° 
" : Oy, Aes aS BUYING POWER ... 3,600,000 people in the nine Counties ; 
¥ IN ES, of Southern California control the purse strings on more than 
¢ Or gd ae ae 
“ Sx SF 2 orst rabply hig E 
a, pe Ov aps ST... With a basic %4-hour rate of $62.50, | 

i , ° . | 

~~ ECK is 27-2 pér cent more /economical than the fifth station | 
— | BE 
S | a 

¥ ———<—— 

s Pees 

re ‘ 
a k vad 780 4 ! alitoio 
C 1 a . 
ee r 
en j 1 } 
| 1 
‘ EF / | | 
sae. l / | 
| °N G 
59, Miliag © 8) Eles 
009 wor “fe i, Pt Ne, 

is t 

>: pet’ + | Ange) 

; "er 0 ° | 
_ onset 80909 
AND ‘Me "9h, 

bag PER, ! . 

a wn Cag’ an 

Vets 
NT ay, ' 
(3 * 

é P| ° Los che ) - 
ee “ 
ee 

ee 

| <: ois : cp * ee Ms * co a. A Pi , s ‘, S : eear® tiie : : + ; : y an e, a ; : ; , ; a : :. ara 5 oy 5s Tea fe #e * Ps ae Me e ; ade P 
‘ee oy ae, 5a Lo . Mi coad | Paes “ey i ct, Si iie a ie P A . Soh anil : ee al ee . oa aa Ay ant a * ~ Aid OES z 


pit 
Pee ee 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


ENGLISH ADVERTISER GETS ATTENTION PATENTLY GOOD 


10 


7 


5, 1940 ADVERTISING AGE 43 
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ane? HONEY...18 GOOD...AND Good roR You ~— 
+ ; F == a . vd ‘ a 

Hot iwe $ Agee Teg: : et ake When students of Wharton School of the University of Pennsylvania went through 
Jee 3 eee ; ae lie Miss Columbia puts on a special costume, N. W. Ayer & Son's plant from top to bottom, they were carried through every 
A FIRM Me mettre. ne rite an é , ating consisting principally of articles of patent, step of the creation and execution of a national campaign for the mythical 
warsaut \/RPORY AR Tue Ge * ae oO OF _ for wear at a dinner last week in Wash- Honey Marketers of America. They even got finished four-color reprints of this 
| ihe Re a ington which hailed the {50th anniver- magazine advertisement. Plates and engravings were supplied by the Ladies’ 
ates sary of the U. S. patent system. Home Journal, Royal Electrotype Co., and Beck Engraving Co. (Story on Page 39.) 


LAY PLANS FOR ANNUAL INDUSTRIAL ADVERTISING MEETING 


7 


Val F One of a series of full-page advertisements in American aviation papers placed 
k's by Helliwells, Ltd., of England, which seeks manufacturing rights in that country 
gC for American aircraft engines and parts. Evidently someone told the advertiser 
eld that competition for the business paper reader's eye was at fever point in America. 
he 


MR. THORNBURGH HEARS ABOUT HONOLULU 


General conference committee of the National Industrial Advertisers Association gets together in Detroit to lay plans for 

the annual convention of the organization there in September. Left to right, seated: Ralph L. Wolfe and T. B. Moule, Seiler 

Wolfe & Associates; Lloyd R. Vivian, Ditzler Color Company, chairman; Henry G. Doering, Truscon Laboratories; E. C. 

Howell, Carboloy Company. Standing: Philip Linne, Owens-Corning Fiberglass Corporation; Charles M. Gray, Chas. M. 
Gray & Associates; William J. Chappell, Timken-Detroit Axle Company; A. F. Denham, Denham & Co. 


WOMEN'S ADVERTISING CLUB IN BEAUTY SHOW 


elling Donald W. Thornburgh, CBS Pacific Coast manager, about the glories of 

Woikiki Beach are Charles W. Myers (left), president of KOIN-KALE, Portland, 

vre., and Arthur B. Church (right), president of KMBC, Kansas City. The 
travelers dropped into Hollywood on their way home from vacations. 


REAL COMPETITION FOR REAL HORSES 
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Oe Members of the Women's Advertising Club of St. Louis and Gardner Advertising Company participated in a beauty and 

we of the advertisements which carries out the new “horsy" theme of Socony- fashion show staged by the local hairdressers. Left to right, Agnes Cavanaugh, Gardner; Harriett Manchester; Merle Fitch, 

*cuum Oil Company, which broke last week. No sensational “new” cleims Women's Ad Club: Mrs. Helen Chandler, Gardner; S. Marie Vaughn, WAC and Gardner; Mrs. Anna Ray Bartleson, Mrs. 
ere made for the gasoline. J. Stirling Getchell, Inc., is the agency. Amy Lynch, Lynn Garrett, Jacque Neidt and Mary Alice Hart. 
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The Profit Half of the New York market is made up of 
the families in high and medium income neighborhoods, city 
and suburbs. 

Quick to respond to advertising, they are easier to sell. Buying 
more through fewer outlets, they are more profitable to sell. They 
buy 60-70% of the advertised goods sold here. 

... And because it concentrates one of the largest newspaper cir- 


culations in America among the housewives of these families, The 


New York Times concentrates advertising where it profits most. 


The New York Times 


"ALL THE NEWS THAT'S FIT TO PRINT” 


ADVERTISING OFFICES: CHICAGO ~- DETROIT - LOS ANGELES « SAN FRANCISCO 
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221,840 pRorit HALF HOUSEWIVES 
READ THE NEW YORK TIMES WEEKDAY 
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414180 prorit HALF HOUSEWIVES 
READ THE NEW YORK TIMES SUNDAYS 
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